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Measured Merchandising 


This year 1931 will be a year 


of measured merchandising. By measured merchandising is meant intelligent 
use of facts pertaining to our changing system of distribution, to the end that shoe 
merchants may know, and strive to reach, a goal which has PROFIT for a base. 

As I see them, there are some things that every shoe retailer must do to get 
the fullest benefit from his opportunity during 1931. A few of them are: 

(a) Watch stocks carefully. Shoes must be kept interesting and there is no 
better way to keep them so during this trying period than to stagger purchases 
through their rightful selling seasons, in keeping with seasonal demands, as 
‘““Open-to-Buy” is a blessed condition for the shoe retailer during this period of 
economic unrest. Summing up, sell in season for all your organization is worth. 
When the season ends, unload. 

(b) Adjust expense to changing income. If volume falls, then expense must 
fall with it. If. your volume is increased from a hitherto fairly unproductive 
source, then by all means spend a reasonable amount to encourage that new 
source of business, whatever it may be. 

(c) Promote vigorously and intelligently. Careful scrutiny of every dollar 
of publicity, expense, making every expenditure for advertising of any nature 
justify itself, will insure your getting on the right track. Then with genuine 
enthusiasm, the force of your publicity can be thrown out to the customers in 
your market with some degree of success. 

(d) Enlist the cooperation of your salespeople. Hundreds of shoe sales- 
people know that fundamental changes are occurring in merchandising. Just 
what these changes are, and their ultimate effects, they do not know. But you 
may be certain that they are willing to do their part if the true situation is 
explained to them—and if the way to help is pointed out to them. The biggest 
need of the day is for more educational work among these people who meet the 
customer. Today, more than ever before, shoe salespeople need to know what 
it’s all about, need to know something about fashions in their entirety and just 
where shoes fit into the picture. 

(e) Use “new lower prices” promotion with care. People, generally, are 
already in the mood to demand, either through restriction of purchases or out- 
spoken requests, lower prices on the things they wear. They are receiving 
enough encouragement to buy with extreme care without the panicky response 
of shoe retailers. The average customer has intelligence enough to know that she 
should buy most advantageously. New price lines are the order of the day, but 
they should be skillfully introduced. 





TO SHOW 
> OR 

> NOT 
TO SHOW 


Style Show history is in the making. 
The story of whether to show or not to show, how 
and when, is a new chapter in shoe trade history. The 
battle opened just prior to the annual convention of 
the National Boot and Shoe Manufacturers Asso- 
ciation. J. O. Ball, managing director of the manu- 
facturers association, finally announced in his annual 
report the following: 


Our association should undertake a seasonal opening and 
shoe sales week (later scheduled for November) under the 
auspices and management of the manufacturers. This de- 
cision was based on the following premises: 

1. Shows held in January have been found to be a hindrance 
to the placing of regular orders; for salesmen are told by 
customers that they will not buy until they have an oppor- 
tunity to see various lines at the January shows. 

2. Shows that have been held are not usually successful 
buying or selling undertakings, since buyers attending conven- 
tions are handicapped from the standpoint of entertainment, 
meetings, and activities other than buying merchandise; and 
when the undertakings are held in January, they do not meet 
the requirements of seasonal openings to enable buyers to 
determine style trends at the beginning of the season. 

3. Such undertakings, at unseasonable times and away 
from normal buying centers, contribute to irregular employ- 
ment, uneven production and increased costs of selling and 
manufacturing. 


The scene now shifts to Chicago where the joint 
committee of directors of the National Shoe Retailers 
Association vote to return to Chicago with the 
national convention as of dates January 4, 5, 6, 1932. 
Here’s what they have resolved: 


At a joint meeting of the Executive Committee and the 
Managerial Committee of the N. S. R. A., held at Chicago, 
Friday, Feb. 13, the National Boot and Shoe Manufacturers 
Association’s proposition for cooperation with its contemplated 
“shoe sales week,” to be held in New York City, Nov. 16-21, 
was given careful consideration, and after lengthy debate the 
following resolution was adopted: 

“RESOLVED, subject to the explanation accompanying 
this resolution, that the National Shoe Retailers Association 
will hold its next annual convention and exposition in Chi- 
cago, Jan. 4, 5, 6, 1932.” 

The joint committees also voted that the following state- 
ment of explanation of the resolution be sent to the National 
Boot and Shoe Manufacturers Association: 

“The National Shoe Retailers Association is unanimously 
of the epinion that a ‘Shoe Sales Week’ held at the time 
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of the year proposed by the manufacturers will not draw the 
retailers of the country to New York City, yet in the spirit 
of cooperation the committees took the position they will do 
everything they can to encourage the plan, since the manu- 
facturers association is deeply concerned with the problem 
of stabilizing seasonal production, which requires earlier buy- 
ing and with which plan the National Shoe Retailers Asso- 
ciaton thoroughly sympathizes. 

“On the other hand, we wonder whether the manufactur- 
ers’ plan for a ‘Shoe Sales Week’ would not be a greater 
success if it could be arranged to hold it in the same city at 
the time when the N. S. R. A. Styles Committee meetings 
are held, in conjunction with the seasonal displays of new 
leathers for the following spring and summer; say, during 
the last week of October, thus providing a greater incentive 
for a larger attendance of retailers. A show at this time 
would assist tanners, manufacturers, and retailers in estab- 
lishing the trend of styles for the following season and” en- 
courage the placing of orders at this early date for staple or 
semi-staple shoes for spring delivery. 

“We feel it is unwise at this time to forego holding our 
regular convention and exposition in January, which we know 
from experience is the time of the year for merchants and 
when the largest retail attendance can be secured. Our con- 
vention at that time would be in order as supplementing the 
earlier meeting by the manufacturers for such buying as 
could not be placed as early as October or November. 

“Should, however, the National Boot and Shoe Manufac- 
turers Association shoe styles week be planned in accordance 
with the suggestion herein contained, that of coordinating 
with the regular styles meeting in the fall, and by our co- 
operation with this idea prove successful, insuring a large 
retailer attendance and good purchasing, the N. S. R. A. will 
be very glad to reconsider their present determination another 


ear. 
‘ “There is plenty of time for the National Boot and Shoe 
Manufacturers Association to reconsider their dates and their 
purpose in this regard, besides saving thereby an extra shoe 
styles meeting. 

“The committee of the N. S. R. A., therefore, decided that 
before a permanent cooperative move be established, it would 
be better judgment to await the results of the manufacturers’ 


first show. | 
“The committees then voted that the usual annual conven- 


tion and exposition of the N. S. R. A. be held in Chicago, and 
the dates selected are Jan. 4, 5 and 6, 1932. 

“This general statement was made with the unanimous ap- 
proval of both committees.” 


Now let’s consider a side-show proposition. A pri- 
vate organization proposed holding a First Annual 
national New York Shoe Style Show at the Pennsyl- 


vania Hotel April 30, May 1 and 2. Inasmuch as the 
[TURN TO PAGE 67, PLEASE] 
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When She Goes Feminine 


Sheer Fabrics and Picture Hats 
Favor the Open Shank Sandal 


for Summer Afternoon Costume 


By MADAME HAMILTON JEFFRIES 


The young woman of today changes 
her frocks and shoes with her moods. The lengthening of skirts and 
the prevailingly popular feminine touches that have been added to 
this season’s costume, together with the return of starched and 
embroidered fabrics, all herald the afternoon and tea time type of 
garmentry. 

When women realize the beauty of these lovely new fashions, many 
of them wearing the long skirt and the garden hat for the first time, 
the sandal type of shoes will be exceedingly popular. In the South 
the appeal of the cut-out and open shank and vamp afternoon shoe 
is already tremendous, while the Northern and Middle Western 
woman wants at least one pair to wear for tea and dancing. 

The vogue of beige in lace and combinations of lace and chiffon 
brings in a smart fashion of the chestnut satin afternoon slipper 
sandal. This contrast is high fashion and is to be promoted in the 
smartest specialty shops. 

The black satin one strap or tie and even the oxford has started 
to move in the Fifth Avenue shops. It is anticipated that the satin 
afternoon shoe will lead over the faille and crepe. The vogue of the 
satin tam or tricorn will no doubt influence the footwear. 

Beige sandals in kid combinations and all-white kid sandals, worn 
with shear black net stockings and black frock, also form a high and 
contrasting fashion. Sheer chiffons and soft crepes in floral motifs 
promise great popularity for the spring and summer season. 

Watch your dyeable fabrics and pipings. The fabric makes or 
mars the success of your shoe and the pipings help to hold the narrow 
bandings in shoe form. In many cases the heel is in contrast to the 
body of the shoe, but it is a matter of individual selection as to the 
color contrast. 

In the shoe illustrated on this page, dyeing has helped to bring out 
the grace of the pattern, making the foot look as uncovered as pos- 
sible. Much artistry can be used in the combinations of color and 
in black and white combinations, the trick and craftsmanship being 
to bring out the strong lines in the dark color and leave the circle 
lines to the lighter tones. 

Europe is already making a highly glazed kid in bright and 
opaline shades which has all the appearance and brilliancy of other 
days, and by fall the shiny accessories will be well in the minds of 
the fashionable. 

Black patent sandals are also showing in dinner sandals and 
are especially effective when worn over the needle point or fish net 
hose. 
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Fourth in a Series of Definite 
Style Suggestions for Spring 
and Summer by the Fashion 
Editor of BOOT AND SHOE 
RECORDER. 
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ff Service Sells Shoes Profitably 


Foot Health Week—April 19-25—challenges 
the shoe industry and especially the shoe mer- 
chant to a realization that they are engaged in 
a profession, not merely in the supplying of a 
commodity at a price predetermined by supply 
and demand. 

If shoe stores sold merely foot coverings, the 
shoe business would be the poorest of trades, 
for the complicated stock of sizes which shoe 
merchants must carry tends constantly to hold 
profits down. Fortunately the public does not 
consider shoes merely in the light of articles of 
utility with a style element thrown in. A large 
proportion of men and women are foot conscious 
in that they recognize the important part foot 
health plays in bodily comfort and well being. 
This class of customers can be increased through 
intelligent selling. 

Teach your trade that upon good shoes, rightly 
fitted and adapted to their individual needs de- 
pends in a large measure their health, happiness 
and success in life. Drive this thought home 
through repetition and reiteration in advertise- 
ments, window displays, sales talks. Plan now for 
- — sales promotion campaign along these 
ines for 
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[, the Recorder of Feb. 14, 


I had some pertinent things to say about merchandis- 
ing orthopedic or health types of shoes. If you read 
that article perhaps you agreed with some of the 
statements made. Perhaps not. If you did not read 
those remarks and you are interested in the health 
type of footwear, look up the issue mentioned and 
read it now. If that ugly coat I picture there fits you, 
have the courage to put it on. 

My object in writing these articles is two-fold. 
First, so far as my small ability will permit, to get 
more intelligence into the selling of shoes. I do not 
hesitate to say that shoe fitting, on the whole, is not 
as intelligent as it was when I first got into the busi- 
ness, more than twenty-five years ago. 

The reason for that is, perhaps, not far to seek. 
Shoe stores at that time were not so large and the 
owner or boss was constantly on the job. Business 
was done in a more leisurely manner. Buying was a 
comparatively simple matter. Then came the large 
individual store and the department store. Other 



















Picking an Orthopedic Line 


Ask Yourself: What Are 
the Foot Needs of My 
Customers? Then Decide 


What Shoe Serves Best 


By HUGH THOMPSON 


Second of a new 
series of articles on 
merchandising orthopedic shoes 


factors entered, particularly the style factor, in the 
last ten years. Shoes entered the style picture and 
buying and merchandising became more complicated. 
More and more the time and attention of the buyer 
has been distracted from the commonplace detail of 


_ selling. 


Today we are hearing more and more about mass 
production. Buying organizations and chains are 
seeking to lower costs by mass buying, but there is 
one indispensable link in the chain of business that 
cannot be and never will be done en masse. Ultimate 
consumers are still buying shoes the way they have 
always bought them, one pair at a time. I think that 
most of you, at least, will agree with me that the 
average shoe buyer today rose to the position of buyer 
because he was, first of all, a good salesman. It does 
seem a pity that so few of them feel the necessity of 
taking the place of the old time boss and by precept 
and example teaching the people who must meet their 
customers at least the rudiments of good salesmanship. 

My second object is to do my small bit in getting 
rid of some of the bunk that is being handed to people 
who go looking for health footwear. Some of the 
printed matter I have read and some of the claims 
made by salespeople presenting these shoes are so 
absurd that I cannot but wonder if the writers or 
salespeople have ever looked at their own feet and 
legs. Perhaps I have said that before, but it will bear 
repetition. 

The development of style shoes, with their light, 
flimsy soles, pointed toes and high heels that make 
free action of the foot impossible, along with the in- 
crease of hard even surfaces to walk on, is making it 
increasingly necessary that women, particularly, have 
some moré practical kind of shoe for occasional wear. 
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In selling a special line of health shoes, it is well to have a floor manager or someone with special training pass on the fit of every pair. 


The medical profession is damning present shoe 
styles and blaming them perhaps more than they 
deserve, for many of the ills that beset the modern 
human. The demand for this relief type of shoe is 
rapidly making it a necessary part of every well 
organized shoe stock. I shall have something to say 
at another time about the style element in this type 
of shoe, for it goes without saying that they must be 
good looking, but just now I am more concerned 
with the question of getting these shoes on to the feet 
of the customers in an intelligent manner. 


The first thing, of course, 
is the choosing of the line. When the buyer goes 
into the market for his style shoes he is not merely 
buying so many pairs of shoes. He is buying shoes 
for morning, for afternoon, for evening, for sports. 
He chooses those makes, lasts, patterns, materials, 
etc., that he thinks are best suited to his particular 
store. He consciously or unconsciously asks himself 
the question: What is the purpose of this shoe and 
does it suit that purpose better than any other shoe? 

So, in choosing a line of the health or comfort type, 
he should first ask the question: What is the need? If 
he does not know the answer to that question, then he 
is not ready to take the next step. Why a special type 
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of shoe? What is the cause of foot discomfort? How 
is the best way to meet the need? What shoe shall 
I buy? 


One way to get the answer 
to these questions is to get the literature of all the most 
prominent of the shoes now available and study their 


claims. The theories of foot correction may vary, 
but collectively they will give any one who reads them 
carefully a pretty good picture of the need and vari- 
ous methods of relief. 

Then he should weigh these claims one against the 
other and carefully choose that line whose claims most 
appeal to his own judgment. A very good idea is to 
measure the various claims made by experimentation 
on his own legs and feet. 

Having determined on the type of shoe, the next 
step should be the careful instruction of the sales- 
people who are to sell them. I do not mean that they 
should be taught any medical terms. There is already 
entirely too much of that. The question can be 
readily treated purely from the mechanical standpoint 
and instructions should be given as nearly as possible 
in words of one syllable. Remember you are not 
dealing with trained minds or with people who are 
given to much original thought. 

[TURN TO PAGE 67, PLEASE] 





A Shoe Store That Works 


Hack, of Detroit, Devised Diagnostic Chart and 


Prescription Form Based on Long and Varied Experience 


the “Diagnostic Chart and Size Record,” 
which has been copyrighted by Hack’s Orthopedic 
Footwear Co., Detroit, is a decidedly forward step in 
record thoroughness, In the last five lines of the head- 
ing, starting with “Height, Weight and Profession,” 
the chart differs greatly from others. Regardless of 
foot measurements, the height, weight and profession 
of a person has a decided bearing on the type and size 
of shoe the person should wear. 

“Recommended by,” has several angles. If recom- 
mended by a customer, that customer is thanked by 
letter. A definite check is made on what newspaper 
produced the sale, so this line gives proof as to the 
source of all new business. A very necessary bit of 
information. These charts are filed in alphabetical 
order, for-speedy reference. 

Sizes are always rechecked once a year at least, so 
the error is not made of giving a customer the same 
size year after year, after the feet have undergone a 
distinct size change. 

Once a month a small four-page “weakly,” as 
Hack calls his paper, officially known as “The Grand 
Circuser,” is mailed out to all doctors within a seventy- 
five mile radius of the city. Nothing very serious 
ever appears, but the personal kidding of well-known 
physicians is relished by the entire profession, in- 
cluding those who are on the pan for the moment. 
Even the dignified local official medical organ saw fit 


to speak a kind word for Hack’s paper. A few rea- 
sons why: 


“When your feet hurt, just put them through the 
window and the ‘pane’ will be gone.” 


“Is your brother training to become a prize fighter 
or a football player? Dr. Paul Klebba asked. 

“Well, a little of both. 

“Dr. Klebba: What do you mean? 
both. 

“He’s training to be a chiropractor.” 


A little of 


MepicaL DEFINITIONS 
Surgeon—Deep “Tinker.” 
Dentist—Bridge worker.:: 
Pediatrist—Toy-ler. 
Orthopedist—Rattler. 
Opthalmologist—Visionist. 
Psychiatrist—Sherlock Holmes. 
Diagnostician—Tattler. 
Obstetrician—Ladies’ man. 


a @ thing that has contributed 
to make shoe retailing hard,” says Dr. L. T. Mullen, 
Chiropodist, of San Angelo, Texas, “is that the sales- 
man has sold everything in his conversation to the 
customer from constructions to the number of pairs 





Doctors may not write 
prescriptions like this, 
but there’s some such R 
understanding when 
they send patients to 
Hack’s. 


RANBOLPN TIRE 


Tis Wik INTRODUCE 


HACK’S ORTHOPEDIC FOOTWEAR CO. 
ree 


Mourns: 
9:00 TO 5:30 


FLOOR STROM BUILDING 


Introduction card 
which appears on 
face of chart and 
brings many cus- 
tomers to Hack’s. 





WHO REQUIRES ORTHOPEDIC FOOTWEAR SERVICE TO 
REMEDY CONDITIONS 4S CHECKED ON REVERSE SIDE 











Foot analysis chart 
showing skeleton 
view and space for 
doctor’s remarks. 











O1STAL «= PROXIMAL 


ANALYSIS: 
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with the Foot Surgeon 


the factory turns out per day. He has left 
out the most important sale. Himself, and 
what he knows about feet because if the 
shoe fails to fit it is brought back to him 
for refit and not sent into the factory that 
made the shoe. He gets himself the credit 
for a bad fit. 


dd T . 

he matter of construction 
should never be brought up by the salesman 
because he is educating his clientele to know 
as much about shoes as he does. This will 
never work because fitting shoes affects the 
health of the customer. Consequently the 
salesman should take the same stand as his 
family doctor does in selling confidence. 
Whatever is done in fitting the customer is 
for the comfort and health of the wearer. 
Constantly talking about construction— 
makes people feel they know more about 
fitting themselves than the salesman. Your 
doctor never tells you all he knows about 
the makes of medicine he uses because his 
stand is that this part of the treatment 
should not interest you. 

“The salesman who can fit shoes year in 
and year out without ill effect on the cus- 
tomer’s foot-health is just as great an asset 
to his community as the greatest surgeon, 
because knowledge of prevention is as essen- 
tial as knowledge of the cure. 

“Shoes should be fitted to types of feet 
and not types of feet to the shoes. The 
normal foot is a pleasure to fit. It is the 
abnormal condition that is the most baffling 
to shoe comfortably. This requires knowl- 
edge of the human ‘foot because whatever is 
supplied in the way of foot gear affects the 
condition of that foot. ; 

“The M. D. studies the human body to 
ascertain what his medicine will do for this 
sick body. The shoe salesman in administer- 
ing the medicine toa sick foot must know 
what it will do by actual study of the foot 
and not what some factory or salesman 
claims for the shoe. 

“Should bad fits of a tailor affect the 
health of a body like bad fits in shoes affects 
the health of the feet and nerve system the 
medical society would force these tailors to 
know the human body.” 
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5th Floor Streh Building 





DIAGNOSTIC CHART AND SIZE RECORD 
— FOR SCIENTIFIC FOOT FITTING OF — 


HACK'S 


CORRECT AND CORRECTIVE FOOTWEAR 
FOR MEN WOMEN AND CHILDREN 
28 Adams Ave. West 


Detroit, Michigan Randolph 7790 





Date Model Price 
Date Model Price 
Date Model Price 
Patients Name M 

Address Apt. 

City State 

Male Female Age Phone 

Height Weight Profession 

Size Right Foot Size Left Foot ° 
Size Worn Type of Heel Kind of Shoe 
Diagnosed and Prescribed by Dr. 

Recommended by Fitted by 


FOOT ANALYSIS 


Ankylosis Metatarsalgia 
Bunions Morton’s Toe 





















































Corns awe Myasthenia 
Corns Bet ween Toes Painful Os Calcis _ 
Callositis ; Paralysis 

Gout Periostitis 
Hydrarthrosis es AR wok PesCavus -  —>_—s| 
Pes Planus | 




















Hallux Valgus 


Hammer Toe paneer Rickets 








Ingrowing Nails Spurs 
Knock Kneed Varicose Veins 








DISTAL PROXIMAL 
PHALANX PHALANX 














CORRECTIONS MADE AND RECOMMENDED 
RIGHT FOOT ELEVATION LEFT_FOOT ELEVATION 
Metatarsal Metatarsal 
Longitudinal Longitudinal 
Heel aed Heel 


























Sole Sole 











Cop: ghted 1930 by N 





BOOT and SHOE 


RECORDER 


With which is combined 
THE SHOE RETAILER 


> P P 


From the 


February 28, 1931 





ial 
eT 








IF we seem to 


a “lal be in the mood 
etal ing of a crusader 


* (attacking with 

a sword dipped 

in ink) some of the habits and 

practices at retailing, it must be con- 

sidered as something that might well 

be done vigorously right here and 
now. 

For six months the mind of the 
trade has been in clearance. Every- 
thing to move the goods, and when 
we say “everything” we make gen- 
eral criticism to exaggeration 
through advertising. 

Retailing as a process in business, 
leading to a livelihood plus a profit, 
has now got to step into the honest 
position of good shoes, good service 
and good prices therefor. A fair 
profit is every man’s right. 

Many stores are now going 
through the final stage of clearance, 
where it is cunning to substitute low 
quality and low standard footwear 
while the public is thinking of high 
quality at a bargain. But even that 
phase, before long, won’t bring any 
business. 

What then to do? Try some more 
stunts at advertising? Try more 
comparison prices? Try more funny 
merchandising practices? Not if 
you expect to be in business for some 
time to come. 

But the majority of stores have 
been really honest in reducing prices 
right down to the profitless level in 
order to get business. The manufac- 
turer and the entire service of sup- 
plies has done the same thing; but 
the bottom of that way of doing bus- 
iness is here. 

Now what’s to be done? You 
can’t continue to sell at a lower mark- 
up than “regular” for regular mark- 
up was shown to be too low to pro- 
duce any profit. So here’s what 
must be done! Stop continuing to 
waste 1931 because you have the idea 
that the proper thing for competitors 
to do is fight each other all the year 
round with the same weapons. 

Right now is an ideal time for 
shoe merchants in every town to get 


back to regular business at regular 
prices and with regular service. 
Right now is an ideal time for shoe 
merchants in every town to stop 
this “dog-eat-dog” competition that 
practically prohibits every merchant 
in town from making a penny. Right 
now is an ideal time for shoe mer- 
chants and other merchants to get 
together in a little meeting and thrash 
it out. 

A profit can only be made by ask- 
ing the public to pay a fair price 
covering the cost of the goods, the 
cost of the service and a very small 
cost for the use of brains and capital. 

For the past ten years the local 


= °c 
ANOTHER 


—Isn’t it wise to cut out 
advertising during periods 
of depression? 

—Yes—if you have decided 
to fade away and be for- 
gotten. 

—What good does adver- 
tising do when people 
aren’t buying? 

—People are always buying 
every day in the week 
and every week in the 
year. 

—Does advertising make 
good business in bad 


times? 


—Yes, for those who ad- 
vertise wisely and well. 
Witness the experience 
and records of those ag- 
gressive go-getters who, 
during 1930, have taken 
advantage of decreased 
competition in sales pro- 
motion, and have built 
and maintained enviable 
sales volumes. 


EVERIT B. TERHUNE, 
President 














associations have been jokes. They 
haven’t functioned other than as 
gossip parties. They have passed 
out of the picture as being tools of 
the trade, leading to better service 
and better practice. Jealousies of 
competition have made men and mer- 
chants hate one another. Isn't it 
time to forget all this and get to- 
gether—live and let live. Try a 
friendly, neighborly meeting this 
week to bring accord out of discord. 
Here’s a pretty strong statement— 
think it over—“go regular or perish.” 
The “regular way” should be done 
collectively for one store alone is a 
lonesome upholder of the right. 


The Limit in THE merchant 
and manufacturer 


Lawlessness 
have been easy 


» marks for rack- 
eteering. If the 
gunman’s assessment isn’t paid, the 
merchant is likely to get a bomb in 
his window or machine gun bullets 
in his back. Lawlessness has been 
organized for profit. The threat of 
physical harm and property damage 
is back of this racketeering that 
preys on the manufacturer and the 
merchant. 

We have now come to the absolute 
limit in criminal cunning. A mer- 
chant in Long Island City on Janu- 
ary 5th, was forced to sign a blank 
note, under the threat of death. This 
note later was filled out for $750 
and was pre-dated so that it appeared 
to be overdue. He then received a 
summons and complaint for non-pay- 
ment of the note and was warned 
not to appear to defend the action. 
Naturally, the store had to be put up 
for sale and the racketeers bought 
the entire business, with its $12,000 
worth of merchandise and fixtures 
for the $750 fraudulent note. Then 
the four gunmen took possession of 
the store and forced the owner and 
his wife to continue at work there. 

Nothing so damnable has ever 
been tried before under the guise of 
regular legal proceedings. The ab- 
solute theft of a going business in- 
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Cut Off All Clearances—Sell Regular 
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dicates to what extent criminal cun- 
ning may go in the future. What is 
there to prevent a gunman from 
entering your home, forcing you to 
sign a paper deeding everything 
there to him, and then giving you 
and the family a quick exit, while 
he remains in permanent possession 
of all that you have? Is there to be 
no limit to the lawlessness that func- 
tions under the gunman’s rule? 


Cash Bonus MERCHANTS 
have been asking 


and Retailing what will be the 


> immediate results 
of the anticipated 
Cash Bonus distribution. 

In our opinion, it will result in a 
partial stimulation of retail buying. 
It takes some time to get the sys- 
tem in operation—the checking, veri- 
fying and cashing of loans. The 
general economic effect of bonus 
cash loans will not be as severe 
as bankers and statesmen anticipate. 

There are approximately 4,500,- 
000 World War veterans. Their 
average age is between 35 and 40. 
The certificates issued in 1925 are 
payable in 1945 to the tune of 
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$3,500,000,000. Any veteran in dis- 
tress can borrow up to 22% per cent 
of the face value at this time. A 
total of $325,000,000 has so been 
loaned already. The new loan limit 
may be raised to 50 per cent. The 
aggregate sum therefrom would be 
$1,750,000,000, but from previous 
experience half or less than half of 
the veterans will be asking for cash 
loan disbursement which would make 
the sum around $875,000,000. But a 
considerable portion of the $325,- 
000,000 available has already been 
loaned and must be deducted. 

We are not going into the rights 
or wrongs of bonus legislation. We 
are merely pointing out that the ef- 
fect of the release of such money 
is not definitely measurable as to its 
retail trade effect. To subsidize the 
public is not the true way to benefit 
retailing—it may help—but it’s not 
the way into a new prosperity. 


WHEN the Secre- 
tary of the Treasury 
indicates that we, as 
> a people, are spend- 

ing more than what 

it is good business for us to disburse 


To Tax and 


39 


collectively, we come to the point 
where we must increase taxation, as 
a possibility of the next two year 
financial program. 

If the Federal government finds 
itself facing a deficit, what is the 
condition of state, city and town 
financing? Obviously, more money 
will be needed. 

Equally obvious is the fact that 
the success of the gasoline tax, 
which is really a retail sales tax, may 
prompt states towards legislation of 
general retail sales taxes. In several 
states, a graduated one per cent re- 
tail sales tax is almost sure to be 
imposed this year. 

A storm of protest against a tax 
on the gross sales of all merchants is 
sweeping the country. The tax will 
be tremendously burdensome to mer- 
chants who must pay monthly one 
per cent of their gross sales. 

Here are some of the arguments 
against its passage: (1) It is a tax 
on consumption; (2) it bears most 
heavily upon the poor man, and is, 
therefore, a tax on inability to pay; 
(3) it would increase the cost of 
living; (4) it would have to be paid 
in hard times as well as in times of 
prosperity; (5) it retards the pro- 
gress and development of the State; 
(6) it places home manufacturers in 
unfair competition with manufactur- 
ers of other States; (7) it drives 
business from the State; (8) it en- 
courages mail-order buying; (9) it 
adds to the cost of doing business; 
(10) it is unequal between various 
types of business; (11) it discrim- 
inates in favor of large corporate 
combinations; (12) it makes the 
business man a tax collector for the 
State; (13) it is a very difficult tax 
to formulate; (14) it is troublesome 
ard expensive to administer; (15) 
it is a nuisance and would be evaded. 

It is time for all merchants to be 
made fully aware of the importance 
of emphatic protest the minute Sales 
Tax legislation appears. Make every 
effort to kill it in committee. The 
burden of taxation will become in- 
tolerable if each new tax attempt is 
not stopped before it becomes law. 





How Do You Know When 


Wen BOOT AND SHOE RECORDER 


asked its readers among the retail salesmen a few 
weeks ago to answer the above question out of their 


own experience, a flood of answers followed... Here 


are some of them: 

“A correctly fitted shoe is one that fits the foot, so 
as to enable the foot to function normally, taking into 
consideration the length and width.”—-H. M. CuHase, 
Bushnell Bros., Bushnell, Ill. 

“When the large joint comes at the largest and 
widest place in the vamp. When the shoe gives 
enough toe room to permit the foot to have freedom 
and yet not enough to let the foot to slide to the 
front of the shoe. A good fitting shoe must be snug 
at the heel and over the instep.” —W. J. Nyce, Doyles- 
town, Pa. 

“When you have the correct size and width of 
shoes and when the last conforms with the foot re- 
quirements of the individual to be fitted.”—J. F. 
ZIMERLE, Delphos, Ohio. 

“When the shoe is worn out and the customer comes 
in and informs me that it was the most comfortable 
shoe she ever had worn.”—J. M. Dun ap, Port- 
land, Ore. 

“A shoe fits when it conforms to the foot, conforms 
to your ideas as to.a fit and conforms to a customer’s 
ideas of a fit. And the last is by far the most im- 
portant. How a shoe fits is, after all, purely a matter 
of opinion.”—-NaTHAN SMITH, Corpus Christi, Tex. 

“A shoe fits after the customer’s foot has been 
measured and foot examined for defects, plus the 
elimination of the following errors commonly made: 

(a) Wrong last; (b) Wrong arch; (c) The 
wrong size and width; (d) Wrong heel; (e) Wrong 
material or leather. These errors are eliminated by 
salespeople who are able to recognize any make of 
shoe as being a good fitter for each particular foot, 
even though a style or health shoe. This salesperson 
has eliminated certain types of shoes before fitting 
each customer, therefore proceeds to fit shoes which, 
in their judgment, are suitable for the customer’s feet. 
In most every case this customer is properly fitted.”— 
H. S. Gautt, Wise Shoe Co., Altoona, Pa. 

“The two ‘points of fit’ in a shoe are at the heel and 
the ball of the foot. If a shoe is too short, the heel 
of the foot will be pressed up over the counter and 
the ball of the foot will be crowded forward beyond 
the bend of the shoe. If a shoe is too long, the heel 
‘will not fit snugly and the ball of the foot will rest 
too far back. The fit of the shoe can be determined 
only when the wearer is standing with full weight on 


A few weeks ago the RECORDER feceived 
from a young woman in New Orleans a letter 
that has started a whole train of discussion. 

“I have been in the shoe selling business 
for three years,” she wrote. “One thing | 

-.wish you would advise me_is this: How do 
you know when a shoe really fits? | have 
asked this question of other shoe clerks but 
never seem to get a decided answer.” 

' At first thought, the question seems 
simple and elementary. Anybody selling 
shoes ought to know when a shoe fits. But 
how many really do know? Isn't it, after 
all, the fundamental problem of the retail 
shoe salesman’s profession. If a salesman 
can really know when a shoe fits a customer, 
know for a certainty beyond all guesswork, 
then his success is pretty nearly a certainty. 
He won’t have to worry much about his sal- 
ary, his commissions or his job. 

The RECORDER asked retail shoe sales- 
men everywhere to give their answers to this 
question. The most complete answer to 
date was that of Louis Kirsch of New York, 
published herewith. To Mr. Kirsch is awarded 
the prize of $10 for the best reply. More 
answers will appear in coming issues. 





the foot.”’—Mrs. Dorotny M. Krapp, G. R. Kinney, 
Fort Dodge, Iowa. 

“A shoe fits the normal foot when the ball of the 
foot hits directly over the turn of the sole, giving 
enough room for the toes to lie perfectly flat in the 
shoe with ample length from the heel to the toe and 
not too narrow. to cut off or bind the blood supply 
to the foot, hugging the arch and fitting snugly 
around the heel.”—Raymonp Kine, San Angelo, 
Tex. 

“The problem of knowing when a shoe fits is not 
half so great as to find the right pattern for the right 
foot. The proof of the fit is when there is no undue 
pressure on the toes and no gaping around the top. 
Then if the customer says that they feel comfortable, 
you have the fit. 

“T have had customers come to my department and 
remark that they would like to see a pair of shoes 
that would fit their feet. After looking over the 
feet I feel like saying, ‘Well, Madam, you have 
nothing on me, so would I.’”—H. B. Exsraper, 
Hutchinson, Kan. 

The most complete answer to date was submitted 
by Louis Kirsch, Arch Preserver Shoe Shop, Inc., 
New York, who wrote the following :- 

First, know your stock, especially the lasts. Know 
every last thoroughly so that you can fit the proper 
type shoe onto the proper type foot. 
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Louis Kirsch, who gave the best answer, caught by the 
camera while fitting a customer. 


Second, know something about feet. Be able to 
recognize a few common foot ailments, what causes 
them and how to avoid giving your customer a shoe 
that will aggravate that condition. By this I do not 
mean that you should try to cure bad feet. That is a 
foot specialist’s job. We all know what short or nar- 
row shoes do. Try to avoid short fittings. 

This brings us down to the third fundamental rule. 
Use a measuring device that gives you the exact 
length of the foot—not one that you have to add to 
or subtract from in order to get the length. That in- 
volves too much guesswork. Measure the foot from 
heel to ball and not from heel to toe. 

Have the customer stand up or put some pressure 
on her foot while measuring. Toes on some feet are 
longer than on other feet, and if you fit from heel to 
toe you cannot get the proper arch fit nor the right 
fit around the waist of the foot. Let us say that if a 
foot measures a size six from heel to end of toe you 
will find, as a rule, that the measurement from heel to 
ball is a half size to a size and a half longer. The shoe 
on the other hand, may measure a six from heel to 
toe but be only a four or five from heel to ball, unless 
the shoe is especially constructed. 

When you put this shoe on a foot that measures a 
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One Salesperson Asks a Question 
and a Dozen Others Answer 


six and the arch length measures a half size to a size 
and a half longer, you can readily see that this cus- 
tomer is not getting a proper fit. Therefore, it is of 
utmost importance to know the construction of your 
shoes. 

Iourth, measure the ball of the foot for the width. 
(Scientific foot measures have a device for taking the 
ball measurement.) Now, having determined the 
proper length from heel to ball and the proper width 
across the ball of foot and the right last, you select 
the shoe to be fitted. 

Fifth, make sure that you have the proper last. If 
the toes are short, you will fit a medium short vamp 
last that has a little more wood at the ball as this type 
of foot generally runs full in thickness, that is, the 
depth of this type foot from the top to the bottom at 
the ball is greater than in a foot which has long toes. 
If the toes are long, in which case the foot is thinner 
in depth, fit with a longer vamp last. 

After fitting the shoe on the customer’s foot, you 
should look for two things. First, see that the ball of 
the foot is in the widest part of the shoe and no full- 
ness or wrinkles are back of the ball of the foot. If 
they are there, this denotes that the ball of the foot 
is too far forward in the shoe and the shoe is too 
short. Feel the shoe across the ball and around the 
large and little toe joints to see if there is any bind- 
ing. If there is, the shoe is too narrow and you will 
accordingly give a wider width. 


1 = put on both shoes 


have customer stand up and walk in them. After 
this, examine the shoe and find if the arch has elon- 
gated. The reason for this is that a majority of feet, 
having been abused, have a weakened condition of the 
arch which allows the foot to lengthen when the 
weight of the body has been put on the foot. The 
foot elongating causes the toes to be jammed back 
and puts undue pressure on the ball of the foot, caus- 
ing callouses. At the same time corns appear on the 
toes and between the toes. To correct this part, in 
fitting add one-half size to the length and give a 
narrower width. I cannot impress it too much upon 
you to watch carefully for the elongation of the inner 
arch and callous on the bottom of the ball of the foot. 
Examine the old shoes. See if the big toe is dig- 
ging a hole into the toe box. That is an indication 
that the shoe worn is too short. See if the heel is 
too narrow. Lastly, see that the proper type shoe 
goes on the proper type foot and that is something 
that no one can tell you but knowledge that you must 
[TURN TO PAGE 70, PLEASE] 





Shoe Stores Can Sell Slippers 


But many merchants are missing an op- 


30% 


Be 


portunity through failure to put steady 


sales pressure behind this profitable 


branch of the footwear business 


APR. MAY JUNE 


JULY 


Survey showed the above percentages of slippers sold per month at retail 


More and more the house pajama 
becomes part of the feminine wardrobe. Easy girdles 
and smart Russian coat pajamas have made the house 
pajama more and more acceptable. With the import- 
ance of this house ensemble comes the vogue of mules 
or pajama slippers. Mules that are made of dyeable 
fabrics trimmed with silver or gold kid have been the 
choice of discriminating women and now these same 
women ask for overlays and linings of silver and gold. 

The perfection with which these shoes must be con- 
structed is a matter of much concern. The same 
woman who slips on a poorly made street shoe and 
never looks at the construction usually demands per- 
fection in the finish of the house mule. 

This season, new materials and novelty weaves are 
taking the place of the plain crepe or satin. Odd 
effects in synthetic and spun silks are now important 
in house footwear. 

Many shoe merchants complain of the difficulties 
they find in successfully handling house shoes. In 
shoe stores of the better class, salesmen who are ac- 
customed to selling shoes above $10.00, can hardly be 
expected to have the same interest in a house shoe 
retailing at half the price. Some very good stores meet 
this difficulty by using the P. M. system. All house 
shoes selling at about $4.00 carry a 25 cent P. M. at 
all times. By having a markup of 40 per cent and 
using this system, it will be found by the end of the 
season that this department will show a satisfactory 
profit. 


The style development in these shoes is all in favor 
of the merchant. The growing popularity of the heel 
strap number and its gradual displacement of plain 
numbers and D’Orsays will allow the merchant to 
carry the desirable colors without too heavy an invest- 
ment. This also makes it possible to maintain a very 
rapid turnover. 


A very large percentage of demands 
can be successfully met by having this heel strap or 
low counter number in black satin with four linings, 
a delicate peach, turquoise, orchid and rose. In addi- 
tion, the same shoe in white moire for tinting. For 
the more fastidious, pajama sandals in colored kid or 
in gold or silver kid combinations have some sale. 

There is an all year round slipper business to be 
had if shoe stores promote it. True, the holiday season 
is the best selling season for house slippers and mules. 
But there is a steady business to be had if the buyer 
prepares the season’s merchandise with a correct pro- 
motional idea to carry it through. 

In a recent check-up, the percentage figures run 
very nearly alike, the average being as follows: Janu- 
ary 5%, February 2%, March 4%, April 5%, May 
8%, June 10%, July 2%, August 2%, September 5%, 
October 12%, November 15%, December 30%. 

November 15th to December 25th is naturally the 
best season for slipper selling but April and June are 
months when promotion helps to swell the percent- 
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Every Month in the Year 


ages. April and June are Easter and vacation months 
when necessity stimulates sales. September 15th to 
October 15th there is a noticeable increase because of 
indoor evenings, especially in the men’s business. 

The high class specialty shops carrying shoes which 
range from $8.50 to $30.00, claim the largest percent- 
age of their sales are on $16.50 to $20.00 in shoes. 
The mule business being done on $10.00 and $15.00 
grades. The popular price stores carrying five and six 
dollar grades, stock a variety of mules from $2.95 to 
$3.95 as well as popular combinations in felts. In 
the low months, such as February and July, special 
promotion such as a display of special values made up 
of extra quality at a price. 


Many shops find that by arranging 
an intimate nook off the main department or evening 
slipper section pajama slippers and mules increase in 
sales. Suggested atmosphere, soft cushions and a 
pajama display, small tables and a few low slipper 
chairs, all help the sale of quality merchandise. These 
nooks may be elaborately simple or simply elaborate 
according to the merchandise and atmosphere of the 
store. 

Felts, which sell at from 59 cents to $2.50 with the 
action around $1.65, should be sold in dull monttis as 
a special or featured line for comfort and color. Con- 
trary to the belief that felt slippers are out, there is 


More slippers can be sold to men, women and 


still an all year round felt slipper business that runs 
into impressive figures. One department store nearly 
wrecked its men’s slipper business through taking this 
footwear out of the regular shoe department and put- 
ting it in the bathrobe section. Since putting it back 
in the shoe department the sales tripled. The reason 
for the drop in sales was not location, but the fact 
that people buying and selling slippers were not shoe 
men and consequently did not have the shoe man’s 
technique. 


-_ is a world of difference 
between big city slipper selling and the business done 
in the medium and smaller sized towns. The big 
stores in the metropolitan centers concentrate largely 
on matching bath and lounging robes, while a great 
many of those sold outside of this limited territory 
are sold on a utility basis. That means more high 
colors and patent leather for the cities and more moc- 
casins, Everetts and Romeos for the balance of the 
country. 

Serviceable moccasins, kinds that can be worn to 
camp, fixing the furnace and even when watering the 
lawn on a summer’s night, have shown a nice healthy 
increase in sales. These sell fairly well the year round 
with high spots in June and July nearly approaching 
the December business. 

[TURN TO PAGE 70, PLEASE] 





children through intensive, well planned mer- 
chandising. Some stores have learned through 
experience that a special slipper section sells 
more .pairs. Style developments, including the 
pajama mode, favor the slipper business. The 
volume will be done by live, aggressive 

merchants who go out after it instead of 





waiting for it to come. 
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Industry Now 


Definite Preference 


Fitting 


‘hee significant fact 


that industry is very insist- 
ent that employees in haz- 
ardous work shall 
use every safeguard, 
has developed an in- 

creased interest in 
| safety shoes. 
All factory, 
foundry and 
heavy and 
hazardous 
work is being 
safeguarded 
because cau- 
tion pays not 
only in the 


A safety engineer pointing to a safety box toe 
and to a collection of hazardous shoes. health of the 







worker but in 
the responsibility of the factory. 

As business steps into its new rate of operation, 
there is a general expectancy that no man will be given 
a hazardous job unless he is dressed for safety. As 
a result, the development of the safety shoe, with a 
protected box toe, non-slip sole and a none-slip heel, 
are all made parts of the specifications to guard 
against the hazard of a heavy object falling or of the 
worker missing his footing. A modern addition to 
every large industrial plant is the safety engineer, 


who is given the authority of protecting all workers.~: 


If your store is nearby to an industrial plant, pay a 
visit on the safety engineer and find out if it is pos- 
sible for you to combine your service of fitting, with 
his service of safety. : 

An expert in fitting safety shoes has found out 
“that in fitting a shoe the individuat-should not sit but 
should stand so that the weight of the: body comes on 
the feet. There is a variation of 14 size in the normal 


foot and as much as 14 size in a weak foot condition, * 


between the length of the foot when it is relaxed and 
when supporting the body’s weight. Complaints about 
shoes causing blisters, pinching toes, and causing cal- 
louses on the soles of the feet are not uncommon. 
We have also examined abnormal and neglected feet 
with broken down metatarsal arches, hammer toes, 
flat feet and fect that perspire excessively. That the 









Specifies Shoes 


for Local Merchant 


Service 


majority of our workers are satisfied with the shoes 
we sell is evidenced from the fact that we have but 
one-third of one per cent rejections, and that a number 
of men whose work keeps them on their feet most of 
the day tell us that the present types of safety shoes 
now in stock are more comfortable than any shoes 
they have ever worn. We have inspected, tested and 
given careful consideration to the shoes manufactured 
by many leading companies, and from that experience, 
based on actual conditions plus laboratory tests which 
include a compression test, humidity test, flammability 
test, and even a perspiration test, we stock a complete 
service in safety shoes.” 


A Chicago safety engineer 
points out these significant facts having a bearing on 
safety service: “It is true that the industrial and safety 
engineer today is*turning his attention to the possi- 
bility of increasing the efficiency of workers ; first, by 
the elimination of non-productive time caused by pre- 
ventable physical ills; and second, by analyzing the 
causes of low or irregular production due to fatigue 
of mind or body. In this study we must accept as 
fundamental the fact that the human body has a 
limited amount of energy at any given time and that 
too great a drain on this energy caused either by 
physical ailments or mental fatigue must reduce the 
amount available for productive work. Hence, this 
most appropriate slogan, “When a good workman 
does poor work, don’t bawl him out—send him to a 
shoe expert or doctor.” The feet as the foundation 

.upon which the body rests, have not been accorded 


-_the recognition and consideration that the rest of the 





Perforated chrome leather apron and an all- 
metal brace shoe guard strapped on over the 
shoe—worn in glass factories. 
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CO mw 


for Safety 


Commissary Distribution of Shoes on 


Decided Decline 


body has had. Our present studies, however, establish 
the fact that much of the drain upon our energy due 
to ailing or uncomfortable feet can be prevented by 
accurate shoe fitting and by the ¢émployment of suit- 
able corrective methods in cases where the proper 
shoes alone are not sufficient. 

“About five years ago, a supervisor in a western 
plant became so sold on the value of safety shoes that 
on his own responsibility he purchased a lot of shoes, 
stored them in a plant tool shed and gradually per- 
suaded his masons, carpenters and millwrights that 
safety in a shoe was better than an iron pipe on a toe.” 

Commissary and plant stores have been operating 
for the past twenty years but with reducing efficiency 
and effectiveness. A workman has a preference for 
shoe store service and if it is possible for him to get 
the better fitting outside the plant he is willing to pay 
the same or perhaps even a better price. 


Imagine industrial plants forced 
to carry shoe stocks because they are unable to obtain 
the needed cooperation from retail shoe stores and the 
shoe merchants passing up millions in business volume 
annually. Reads impossible in these days of declin- 


ing volume and sale-hungry shoemen. But it’s true 


just the same. 
In all the industrial centers are to be found indus- 
trial units employing safety engineers. The business 


4 


A collection_of shoes, safe and otherwise. (1) A popular type of 
safety shoe. (2) A safety shoe with wing toe offering added 
protection for the little toe. The cutaway shows plaster toes in 
normal position. (3) A safety shoe showing how toes are guarded. 
(4) A shoe which withstood a severe test. (5) A safety shoe 
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84% of all foot in- 
juries are due to 


some falling object. 


of these men is to prevent accidents and so restrict 
losses from employers compensation disbursements. 


A year ago the engineering division 
of the Detroit Industrial Safety Council circulated a 
questionnaire disclosing that sixteen Detroit manufac- 
turers carry safety shoes for the convenience and pro- 
tection of their workmen. These plants employ from 
450 to 12,000 men, the average approximating 2400. 
Of these sixteen, six admitted selling such shoes at 
cost, six were accustomed to adding 25c per pair and 
four did not commit themselves. 

Of the sixteen industrial units selling these safety 
shoes nine plants carried a stock averaging 181 pairs 
in size runs mainly from 6% to 11%. The point, 
however, to which these safety engineers devote their 
primary attention is that of all lost-time accidents 
some 16 per cent were foot cases. 

To the retail shoe merchant in these industrial cen- 
ters accustomed to selling in single pairs, here is a 
tremendous opportunity to strengthen the importance 
of his store in the community by cooperating with 
these safety engineers. 


which prevented an amputation. (6) A poor type of shoe for any 

worker. (7) A shoe with protected wing toe credited with saving 

the employee and the company money. (8) A shoe which per- 

mitted a severe laceration. Safety is a sales argument for work 
shoes, and it opens a new field of opportunity. 





Riding Season Opens 


Boots Now Enter Every 
Shoe Store as Standard 
Service to Equestrians 


I; is little short of amazing 
to note the renewed interest in riding this season. Throughout 
the country, riding clubs are forming in the suburbs while private 
schools and summer camps feature the advantage of learning to 

a 2 ride when you. Enthusiasm for the sport is most pronounced 
; ‘gee in and about New York and most of the other large cities and it 


promises to spread throughout the country. 

Some of the department stores on Fifth Avenue have formed 
early morning riding clubs, it being recognized that ten hours in 
the .office and three in the movies soon take their toll of health 
and vitality. 

Retired jockeys and trainers have found that a string of horses 
and a reliable groom could earn a comfortable living giving riding 
instructions in smart out-of-town communities. The popularity 
of the dude ranch for summer vacation and the keen interest in 
moving picture heroes featured in “western” films has helped to 

. bring a new interest in riding and riding togs. 

Riding, field and aviation boots are a study in themselves as 

here surely the use of the article has a great bearing on the style 

















and swank of the line. English boots, which are known the world 
~ over for their fit on the horse and off, are the boots which are 


Mit", generally used for basic patterns. 
fe - 1h Lately the young girls are wearing the jodphurs, which are easy 
[TURN TO PAGE 66, PLEASE] 


Although black riding boots are 
correct for the black or gray costume, 
brown is still the predominant color, 
both for men and women. The most 
popular riding costume for women 
this season will consist of brown coat 
and lighter breeches with yellow shirt 
and orange tie. This ensemble calls 
for brown boots. 
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SLL EPER S 


Leather Sole 
DORSEY 








IN STOCK 





$2.10 


5%—30 days 


Made of fine quality kid upper, lined with light colored 
anteed satin; over a modified toe last with a 13/8 Eben 

heel—8 iron leather sole—steel shank. In stock in black, 
blue, red, purple and green kid—and Patent leather. A and 
C widths, sizes 24/2 to 9. 


e$¢6¢ 6&0 @ at 
new low prices 


With one huge cut in price we have set a new 
high standard of value in the semi-house slip- 
per field. By so doing we have met the de- 
mand for lower price merchandise without 
cutting quality. 


There is a growing demand for DA-TIME 
slippers. The neatness, comfort, and foot 
protection they afford the active home makers 
of today is causing hundreds of merchants to 
push them for extra pairage and additional 
profits. 


SACHS & VIGORITH, 
CINCINNATI 


Inc. 
OHIO 














To MODERNIZE is to POPULARIZE 


Sell More Goods With 
Onli-Wa Displays 
Show more, sell more with classy maple 
and walnut displays. 
Practical new selling ideas ready for you 
in Catalog No. 19 just off the press. 
Write today! 


























Shoe, No. 5674-8 200" 


22” high; ‘i long. 
Center shelf 


The ONLI-WA FIXTURE Co. 


Dept. B. S., St. Paul Ave., Dayton, Ohio 


Display Center: 1440 Breadway, “Sart York, N. Y. 
Chicago Office: 1323 ene a 
Butfalc, No 'Y.: 12 Root Bide. ' 


Members National Display Equipment Association 


Pay 3% fa &. 
x : 








ARISTOCRATS 


SUPERB IN 
NAME AND QUALITY 


POPULAR PRICED 
RIDING BOOTS 
FOR 
LADIES and GENTLEMEN 


Carried in Stock 
for “At Once” 
Shipment 


Write for 
Our New Catalogue 
No. 3001 


Samples Forwarded On Request 


O‘DONNELL SHOE CO. 


509 SIBLEY STREET 
SAINT PAUL, MINN. 
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Have ’Em Try ’Em Out 


Look closely at the strip of 
concrete in front of the Monterey fireplace, for that is 
where the action takes place in this story. The in- 
terior is that of the Ross & Evans shoe store, in San 


Francisco. It just goes to show what can be done 
to a room to make it out of the ordinary and also 
to make it a place where men will come back to buy 
more shoes. 

It was in the mind of Harry J. Evans that we are 
now living in a concrete era, so—before shoes are 
worn they should be given the “concrete test.” But 
he, being a traveling man, was not given a chance to 
put this thought into execution until he started this 
store on Kearney St., San Francisco. 


That's Harry Evans’ Idea 
on Men's Shoes and He 
Found a Way to Do tt in 


His San Francisco Store. 


<—Here’s where the 
action takes place 


Entering this unique shoe store gives one the im- 
pression of going into a man’s club rather than a shoe 
store. After a customer’s fitting has been passed by 
the salesman, he is requested to take his first steps 


in his new shoes on this concrete slab in order that 


he will be sure of complete future foot comfort. That 
is putting a customer to a great deal of work, but it 
raises the number of satisfied patrons to a considerable 
extent. -When a man slips his foot into a new shoe, 
has it laced up, and then puts his weight down, with 
a hard slab of concrete under the shoe sole—if a shoe 
is ever going to pinch or hurt, it will do so then. 
“Try ’em out,” says the salesman—and the cus- 


nly then > mis ote 


tomer does-so;"** =~ 
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ADYER@I§ING FAG@E wBMOVE? 


Shoe More Nervice Section — 








Devoted to 


DISPLAY, EQUIPMENT AND SUPPLIES 


for the Retail Shoe Store 





KEEP YOUR STORE INTERESTING 


What makes the cartoon strips popular? Sus- 
tained interest—a daily change—a smile. Why 


not put these elements to work in your windows 


and within your store ? 


By R. G. PERKINS 


[, the street cars and trains, 
with most people reading the papers, did you ever 
notice what they were reading? Very few read all 
the paper and very few fail to read the cartoon strips. 
Why? 

Because of the CONTINUITY of these cleverly 
humanized strips. The characters in them are known. 
Old friends producing a new smile or thrill each day. 
That is the secret of their sustained interest. Wouldn’t 
you like to create a sustained interest in your win- 
dows? Then borrow a thought from the strips. 

You can get CONTINUITY into your trims. You 
can have daily changes in them. You can get a host 
of people into the habit of observing them regularly. 
Let your public know that each day they'll see in your 
windows something that wasn’t there the day before. 

You may figure that a trim a day would be too 
much for you to handle. But a change a day isn’t. 
There are various ways that an outstanding change 
may be made daily without putting in a new trim. 
You can devise the way best suited to your own store. 
As a thought starter, here’s a suggestion: 

Get a small changeable electric sign, somewhat on 
the order of those with which theaters blazon forth 
the names of their current attractions. These are now 
made in sizes suitable for use in store windows and 
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at costs not prohibitive to the average merchant. Use 
this as a display card for a special item each day. 
Use a standing heading on the sign, reading: “To- 
day’s Special.” Follow this with about six words of 
description and price, all in small electric lights. It 
shows up well from across the street. Have the mer- 
chandise referred to placed so that it can readily be 
identified as the daily special. 

This change can be effected without disturbing the 
trim, except possibly a little at the back of the window. 
There are other things that can be done in the way 
of daily changes to help carry out the continuity idea. 
For instance, you might have a card headed: ‘““Today’s 
Smile,” giving a short joke each day. If this is done, 
the card should have a little corner of its own and 
should not be too conspicuous. 


Another changeable feature 
might be a daily calendar of events in the town, for 
which all local organizations—civic, Kiwanis, Rotary, 
fraternal, social, sports, amusements, etc.—would be 
invited to send in their items. This is suitable for 
towns up to about 60,000. In large cities it would be 
suited to definite districts, but should not go beyond 
the specified residential area and try to cover the en- 

[TURN TO PAGE 68, PLEASE] 





No better time... 
than NOW! 








Grand Rapids Store Equipment Corporation 
Grand Rapids, Michigan 


We are interested. Please send further informa- 


tion ond literature. 


ND asic etnias deehis niga intense 


F THERE ever was a time 

when you should increase 
the selling power of your profit- 
producing space it is right now! 


You want to make sales and more 
of them. You want to convert frozen 
assets which are tied up in slow- 
moving stock in order to add new 
lines that you could profitably 
handle. In a word, you want to do 
more business on the same working 
capital and in the same or less 
store space. 


If there is any doubt in your mind 
about the sales-efficiency of your 


store call in a Grand Rapids repre- 
sentative and allow him to give you 
the benefits of his experience with 
hundreds of similar shoe stores. 


No obligation is implied when 
you request this service. And, no 
matter how small your requirements 
may be, you are assured of the in- 
terested assistance of an organiza- 
tion which has devoted more than 
thirty years to the solving of every 
conceivable merchandising problem. 


Mail the coupon for further in- 
formation concerning Grand Rapids 
service. 


GRAND RAPIDS STORE EQUIPMENT 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 


Executive Offices: Grand Rapids, Michigan. Branch 
offices and representatives in every territory. Factories: 
Grand Rapids, Portland, Ore., Baltimore, New York City 


store planners, designers and manufacturers of fine store equipment 
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Soft colors, comfortable chairs and small tables for showing shoes are aids to selling in Steinbach’s shoe department, Asbury Park, N. J. 


Make Customers Comfortable 


It's Easier to Sell Shoes If the Prospective Buyer 
Is at Ease and If the Environment |s Appealing 


4 

“Yes,” says a member of the 
sales force at Steinbach’s, Asbury Park, N. J., “so 
long as the business of the shoe department must, of 
necessity be carried on with its customers off its feet 
—one foot anyway—why not do an extra good job 
of it? 

“This is the age of comfort. Labor-saving devices 
have eliminated the drudgery from housework. And 
the efficient machinery of industrial life has mini- 
mized the labor of the factory worker. 

“More comfort—luxuries. 

“Our shoe department has been designed to answer 
the demand of the age—for comfort. The chairs are 
of rich upholstery, overstuffed, semi-reclining. To 
give the parlor effect of easy informality, they are in 
soft-shaded colors—sea green velvets, topaz, royal 
purples, taupe, gray. And not arranged in stiff rows, 
parallel to one another, but grouped familiarly about, 
like in a friendly sitting room. 

“If you’re short and stout and know it, you'll in- 
stinctively make for a chair that’s low and wide. It’s 
there, waiting for you. If you’re six feet tall, and 
very slender, you'll look embarrassedly around for 
something to fit your size. It’s there—a taller chair, 
of normal seat proportions. How often have you seen 
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long-legged people miserably ensconced in a chair that 
causes their knees to bump their chins? When people 
are under a mental strain, they can’t give their full 
and free attention to what they’re buying. .\s a 
result, all the art of the salesman is lost, the stock 
doesn’t meet requirements and a customer is lost. 

“Relaxation. That’s the keynote of the Steinbach 
arrangement. 

“You notice, too, the little eye-level end tables, 
drawn intimately up to the sides of the chairs? They 
play an important part in our sales talk and cam- 
paign. Just a wisp of lace on top of each, and other- 
wise quite bare. But watch this salesman make use 
of the device. Remember, it’s eye-level. The clerk 
has approached with a single pair of shoes which, in 
his estimation, after carefully listening to the story of 
the prospective customer, most closely fits require- 
ments. 

“One pair at a time, always. See, she hesitates 
after trying them on. She likes them, yes, but have 
you something else in the same style, please? Mr. 
Salesman admits he has, something a little bit dif- 
ferent. Notice that instead of returning the shoes to 
their box, or allowing them to tumble, indifferentlv 

[TURN TO PAGE /6, PLEASE] 





HUGH LYONS & COMPANY 
—— A IN 








We. 4169 
Displayer for Shoes 
Antique Maple Finish on Wood Chrome Metal 
A Set Piece That is Very Correct 
































“SELL BY DISPLAY” 
BE SURE OF SALES RESULTS FOR YOUR 
STORE AND ITS MERCHANDISE. 


























Powhatan 
Design (4552) 
Combination 
Wood and Metal 














FOR FIXTURE INFORMATION WRITE 
HUGH LYONS & COMPANY LANSING, MICHIGAN 
MEMBER NAT'L DISPLAY EQUIP. ASS’N 


MODERN BOSTON—52 CHAUNCY ST. 
NEW YORK—ROGERS PEET BLDG. DISPLAY 


485 FIFTH AVE. 




















Settee 9513...New 
in design—new in appeal. 
Smart, comfortable, economical 


GIVE YOUR SHOP THE 
CHARM OF DISTINCTIVE 
SEATING 


Independent owners and managers now feature 
individuality—give their shops a background of 
prestige, an atmosphere of distinction to attract 
patrons. And in dressing up their shops they do not 
overlook the factor of seating that is inviting—ex- 
pressive chairs that add charm and loveliness to 
shop interiors. 

You will be interested in the new American 
Seating Company line of exclusive shop seating... 
beautiful, comfortable, unusual chairs, that are 
certain to increase your patronage. 

Send for free booklet— ‘New Styles in Shop Seating” 


American Seating 
Company 


Makers of Fine Seating for Schools, 
Churches and Public Auditoriums 
General Offices: 
14 East Jackson Blivd., Chicago, Ill. ; 
BRANCHES 
IN ALL 
PRINCIPAL 
CITIES 
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On the SELLING END 


News of the Shoe Travelers and Sales Activities 


F. HIDDLE- 
¢ STON is now 
associated with the 
Rice - O’Neill Shoe 
Co., St. Louis. He 
covers the states 
of North Dakota, 
South Dakota, Ne- 
braska, Minnesota 
andIowa. Although 
he has had the line 
only a few weeks, 
he has_ already 
made an excellent 
showing and turned 
in a good volume of 
orders. Mr. Hiddleston began his shoe 
career with Wolack & Bauer, of Chi- 
cago, some ten years ago. Thus he has 
had the advantage of retail selling ex- 
perience and is familiar with the re- 
quirements of the retail merchants. 


joun S. WHITTEMORE, president 
of the Boston Shoe Travelers’ Asso- 
ciation, was an honor guest at the an- 
nual Shoe Week held recently in In- 
dianapolis and backed by the resources 
of the Indiana Shoe Travelers’ Associa- 
tion. Mr. Whittemore reports that 
there was good buying on the part of 
the large number of retail merchants 
who attended; that the meetings were 
well attended at the Claypool Hotel, 
official headquarters; and that business 
shows definite signs of picking up. 


J. F. Hiddleston 


HE Boston Shoe Travelers’ Asso- 

ciation, working with the Southern 
Shoe Travelers’ Association and the 
Boston Shoe Associates, has already 
made tentative arrangements for the 
program of entertainment which will 
be a large part of the next July show 
in Boston. As at last year’s show, 
there will be a ride down the harbor in 
one of the big steamers; a program of 
sports for all; and a shore dinner, prob- 
ably at Pemberton. In addition to this, 
some unusual features are being 
planned for visiting merchants. 


A A. SOULE is now covering the 
¢ states of Oregon, Washington, 
Idaho and Montana for the Musebeck 
Shoe Co., of Danville, Ill. Formerly 
Mr. Soule was North Pacific represen- 
tative of the O’Donnell Shoe Corpora- 
tion of St. Paul, Minn. 


J W. FENNELL, who has been cover- 
e ing the San Joaquin Valley section 
of California for the Stewart-Dawes 
Shoe Co., has been given the Northern 
California district in which he takes the 
place of R. H. Miler. who has resigned to 
become associated with the Lincoln 
Finance Corporation. Mr. Fennell is 
now in his new territory. He has been 
with his present company for the past 
ten years. Oscar Caldwell has been 





assigned to the San Joaquin district. 
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‘re pleasure trip of Joe Kalisky, 
the president of the National Shoe 
Travelers’ Association, came to an ab- 
rupt and tragic end at Havana, Cuba, 
with the sudden death of his.sister, Mrs. 
Della Cohen, who accompanied him. 
Mrs. Cohen has been the constant com- 
panion of the popular association head, 
and he will keenly feel her loss. 

Funeral services were held at 
Furth’s Chapel, 936 East 47th Street, 
Chicago, on Monday, February 23 at 
9.30 a. m. 


Waraetan I. LIPMAN has been ap- 
pointed sales manager of the 
Fashion Shoe Company, St. Louis. Mr. 
Lipman has had 13 years’ experience 
in the retail shoe field and for the past 
seven and one-half years was associ- 
ated with Shu-Stiles, Inc. He already 
has made quite a record for himself in 
the handling of sales. At present, he 
has 20 salesmen in the field carrying 
the Fashion line. His many friends in 
the trade will wish him well in his new 
position. 


M DELMAN and Aubrey Jackson 
e are now on their territories with 
the spring and summer lines of Del- 
man shoes, which include a more ex- 
tensive range of 
styles and patterns 
than formerly. 

Mr. Jackson’s 
trip will include 
the following 
cities: Cleveland, 
Chicago, Los An- 
geles, San Diego, 
Santa _ Barbara, 
Cal.; Reno, Nev.; 
Portland, Ore.; 
Tacoma, Seattle 
and Spokane, 
Wash.: Denver, 
Colo.; Fort Worth, 
Dallas and Houston, Tex.; New Or- 
leans, La.; Birmingham, Ala., and 
Pittsburgh, Pa. 


M. Delman 


Mr. Jackson’s itinerary is as fol- 

lows: Atlanta, Ga.; Nashville, Tenn.; 
Louisville, Ky.; 
Columbus and To- 
ledo, Ohio; Indian- 
apolis, Ind.; Day- 
ton and Cincinnati, 
Ohio; Milwaukee, 
Wis.; Minneapolis 
and St. Paul, 
Minn.; Omaha, 
Neb.; Kansas City, 
Mo.; Tulsa and 
Oklahoma City, 
Okla.; Memphis 
and Chattanooga, 
Tenn.; Winston- 
Salem, N. C., and 
Baltimore, Md. 








EE 0. COBLER 
is represent- 
ing the Ideal Shoe 
Mfg. Co., of Mil- 
. waukee, manufac- 
turers of chil- 
dren’s, misses’ and 
big misses’ shoes, 
in Southwestern 
territory, residing 
at Dallas. Follow- 
ing a recent trip 
over his territory, 
Mr. Cobler_ de- 
clared that in his 
judgent indica- 
tions point to an increasing volume of 
business during the spring season and 
he considers the prospects favorable 
for gradual improvement during the 
year. 


Lee O. Cobler 


VAN C. WILLIAMS, who for the 

past two or three years has been 
selling Excelsior shoes on the Pacific 
Coast and who, prior to that, held the 
position of sales manager, has resumed 
his duties in this capacity. Three for- 
mer Excelsior salesmen have also re- 
joined the staff, as follows: 

Jack Frost Davis will cover eastern 
territory, working out of the New York 
office, with Lee Bingell, Joe Wasser- 
berger and Joe Schwartz. Harry Ware 
will be in the Chicago office with Ben 
Teasdale. Ben H. Reynolds will return 
to the Iowa-Nebraska field. 

Mr. Williams announces that the out- 
put of the factory will be doubled in 
the near future. This step is taken 
because of the large increase in orders 
booked from all sections for spring de- 
livery. 

Mr. Williams also announces that 
R. L. Gilbert, a well-known shoe trav- 
eler in the Middle West, has been ap- 
pointed representative of the company 
in Ohio, Indiana, Illinois and a part of 
Michigan. 


H. GILMORE of Leonia, N. J., has 

e recently joined the selling force 
of Lape & Adler and will cover the 
seaboard States from Delaware to Flor- 
ida. He will carry both the Foot- 
Friend and Meadowbrook lines of shoes 
to the trade. 


EAR EVER SLIPPER COMPANY 

of South Norwalk, Conn., have ac- 
quired a new sunlight factory with a 
capacity of 5,000 pairs of slippers per 
day, according to M. D. Garner, sales 
director, who has offices in the Mar- 
tinique Hotel, New York. 


ERT WALKER, who recently 

J joined the sales staff of A. Jacobs 

& Sons Company of Lynn, is back from 

a trip through the South which carried 
him as far as New Orleans. 
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Business Holds 
About Level in 
Chicago Stores 


CuHicaco (UTPS)—Activity in prac- 
tically all Chicago markets continued 
at recent levels during the past week, 
with certain spots demonstrating abil- 
ity to forge ahead. This was particu- 
larly true of retail shoe sales at sev- 
eral of the larger department store 
shoe sections where special sales took 
the volume of trade out of the rut. 
Except where pushed, however, busi- 
ness was “just fair.” 

Cutler’s feature “Swanee Brown” in 
all styles and models. Most of these 
shoes are trimmed with reptile. R. 
Mann, head buyer for the firm, says 
that he feels that blue is much over- 
touted. Green is better, according to 
Mr. Mann, and Cutler’s have had to 
size up in it. 

“The outlook is good,” says Mr. 
Mann, “but business is not quite as 
good as we expected. When we ‘give’ 
shoes away the store is jammed, but 
the public close like a clam when we go 
to regular price.” k 

This buyer believes that beige and 
reptile will be good sellers this spring. 
At present he rates pumps first, straps 
second and ties and oxfords third. 

Walk-Over shows a shoe that is at- 
tracting considerable attention and 
comment. It is a low heel walking 
shoe, cut very low at the instep. The 
unique part is the wide braided leather 
strap. This strap is fully an inch and 
a quarter wide, braided of brown and 
beige leather. The braiding extends 
into and across the vamp to the heel. 
An inch wide braid also crosses the 
toe. It is a distinct novelty. 

V. B. Heaps, manager of the Stetson 
Madison Street store, finds that busi- 
hess is holding steady. “I believe that 
when the stock market starts to 
straighten out again, then and then 
only will business begin a steady climb 
back to normal,” he says. 

Ties are very good, and especially 
with reptile trim, according to Mr. 
Heaps, who further states that they 
are selling about 75 per cent black and 
2 per cent brown. He feels that 
brown is picking up better. 

Most Chicago merchants have given 
up trying to figure out when the pen- 
dulum is going to swing and are ac- 


Indiana Shoe Men Convene 


Travelers Hold Eighth Annual Convention and Stage Style 


_ INDIANAPOLIS, IND.—A membership 
campaign on behalf of the National 
Shoe Retailers’ Association among In- 
diana shoe retailers was under way 
Monday following the Indiana Shoe 
Travelers’ eighth annual convention 
at ‘the Claypool Hotel. James H. 
Stone, Chicago, general manager 
and secretary of the N. S. R. A,, 
and Paul O. Kuehn, South Bend, Ind., 
national director of the association, 
were largely responsible for the cam- 
paign. A committee of five Indiana 
shoe retailers will be appointed to di- 
rect the membership drive. 

The style show Monday night in the 
assembly room of the Claypool Hotel 
brought the latest creations in spring 
and summer footwear before more than 
900 spectators, including merchants 
and travelers. Several hundred per- 
sons were unable to enter the hall, 
which was filled to capacity. 

Twenty-five models paraded the run- 
way featuring spring styles in colorful 
leathers. A program of musical num- 
bers provided entertainment for the 
revue. F. M. Brown and Jack Adams 
were in charge. 





FRANCE CONFERS LEGION 
OF HONOR INSIGNIA ON 


ANDREW C. PEARSON 
Washington, D. C.—The insignia of 


a Chevalier of the Legion of Honor were 
conferred upon Andrew C. Pearson, of 
New York, chairman of the United Busi- 
ness Publishers, Inc., president of the 
National Publishers Association and na- 
tional chairman of the American Pub- 
lishers Conference, on behalf of the 
French government, at its embassy Feb. 
22nd. Mr. Pearson received the award 
in recognition of services to the Third 
Republic during the World War. 

The decoration was bestowed by 
Major Georges Thenault, the French 
military attache at Washington. Mem- 
bers of President Hoover’s Cabinet and 
other high officials attended the luncheon 
given before the presentation. 








cepting business as it is. 
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Show with Retail Merchants as Guests 


The convention opened on Sunday 
morning and closed with a grand ball 
Tuesday night. 

“The purchasing power of the dollar 
is at its highest level since 1918. Un- 
derproduction has been substituted for 
underconsumption and a steady expan- 
sion in consumption is coming. The 
prosperity of the world depends on our 
helping other countries in raising their 
standards of living.” These were the 
statements made by James H. Stone, 
who made the principal address at the 
luncheon session Monday noon. 

“Boosting and not knocking is the 
real merchandising policy of today,” 
was the statement made by Edgar G. 
Bush, lieutenant-governor of Indiana. 
Boosting and cooperation in competi- 
tive business has been substituted for 
the old practice of knocking, he told 
the delegates. 

Rev. J. Ambrose Dunkle, pastor of 
the Tabernacle Presbyterian Church, 
spoke of “Courage” in business. 

Charles I. Slipher, president of the 
association, spoke of the insurance pol- 
icy offered by the travelers’ organiza- 
tion, and how the association strived to 
build its reputation. “If footwear buy- 
ing indicates optimism in the shoe buy- 
ing business, there will be real sales 
for the coming year,” asserted Slipher. 

Five floors of foot merchandise were 
exhibited by salesmen of the association 
from Chicago, Cincinnati and_ St. 
Louis. Sales managers reported brisk 
buying on Monday. 

Homer H. Beals, past president of 
the National Shoe Travelers Associa- 
tion, made the principal address at the 
luncheon session Tuesday. “Indiana 
and Its Resources” was the subject. 
Mr. Beals proceeded to tell the dele- 
gates of the opportunities offered in 
Indiana, and pointed out many inter- 
esting facts about the Hoosier state. 
He said that thirty years ago Indiana 
was an agricultural state, but today it 
was one of the leading industrial and 
manufacturing states in the Union. 

Mr. Slipher presided at all the meet- 
ings. J. A. Warrender is vice-presi- 
dent and E. C. Smeltzer is secretary- 
treasurer. Election of officers will be 
held in March. 








ORDER Now! | 


for the Spring Season 


Get your share of the Riding 
Boot business this Spring. 
We have in stock the most 
diversified line oi quality 
boots on the market for men, 
women and children in a 
complete range of popular 
prices. 
Write for 


Our Illustrated 
Catalog B-13 





Also Our 
Special Woven 
Oxford Circular 








Colt-Cromwell Co., Inc. 


Est. 1899 


1239 Broadway . New York City 


424 So. Broadway, Los Angeles, Calif. 
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Brown Suede 
Gen. Calcutta Liz. 
Trim 


Black Suede 
Gen. Rajah Liz. Trim 


Satin Mat Kid 
Gen. Calcutta Trim 
Combination Last 


AAA te D 
“MADE IN PHILA. BY MASTER CRAFTSMEN” 


Cc. S. GIBBON CoO., Inc. 
~— 
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“MANCHESTER” 


Curved Jaw Nipper 
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EE | 








MANCH F PPR 


The only Nipper, t the right shape t t ta 

inside of yt nn a" few Sellen yp ayy ny Ag Be 

= s of a: iogeate age] steel, nickel plated. Specify Genuine 
chester” when ordering. 


PRICE $4.00: 
F. W. WHITCHER CO. _ Boston, Mass.—Chicago, III. 














Here is the Simplest, Easiest 
Way to Learn All About 
SHOES and LEATHER 


Glib conversation 


longer sells merchandise. 
The successful salesman 


today sells the goods. 


sell them, he must know 
his goods _ thoroughly. 


Make your spare time profitable. Learn 
quickly and easily all about shoes and 
leather. Know how shoes are made— 
their cut—the leathers used. Build up 
your appreciation of shoes as merchan- 
dise—of shoes in relation to the cus- 
tomer. All this information is given 
you in 


The Shoe and Leather Lexicon 


This wonderful little book that just fits 

your pocket has 83 pages of just the 

information you need every day. It will 
no extend your knowledge and increase your 
pay. Just printed in the Sixth Revised 
Edition. The price is only fifty cents 
To cash with order. (Money order, currency 
or stamps accepted.) Clip and mail the 
coupon today. 


THE SHOE and LEATH.- 


ER LEXICON will give 
you a full knowledge of 
shoes. Get a copy and 


increase your selli 


ability and your salary. 





BOOT and SHOE RECORDER 
ng 239 West 39th Street, New York, N. Y. 


Gentlemen: 


Enclosed please find fifty cents 
Money Order Currency Stamps 
for which send me a copy of the Sixth Revised Edition 
of THE SHOE and LEATHER LEXICON. 
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Ancient and Historic Footwear 





This striking exhibit of a few of the United Shoe Machinery Corporation’s ancient 
and historic shoes, combined with layouts of Du Pont Pontan (shoe linings) and 
Celastic (box toes) recently decorated the lobby of the Du Pont Biltmore, Wilming- 


ton, Del. 


It had previously been displayed at Atlantic City. 








Sea Sand Strong in the South 


New Orleans Features New Shoes in Connection with Mardi 
Gras—Big White Season Seen 


NEW ORLEANS—The culmination of 
the Carnival season, which brought 
thousands of visitors to New Orleans 
to witness the Mardi Gras festivities, 
also created an impetus for spring 
footwear in the stores. 

The new shoes for spring made 
their appearance during the week pre- 
ceding New Orleans’ greatest tun 
frolic and were aided by weather that 
registered almost perfect. 

The first bulge in the showing and 
in the selling was sea sand kid. From 
the $4.00 grades right through the 
price range until $16.50 was reached, 
a profusion of styles and patterns were 
seen and bought in all types of stores. 

Actual selling as checked in one of 
the largest stores revealed that approx- 
imately 50 per cent of the shoes sold 
were sea sand. The remaining per- 
centage was divided between black, 
which was strongly favored, and other 
style types. 

There is a definite decrease in the 
demand for black kid shoes. 

This indication prevails in all stores. 
But the higher grade stores announce 
a demand for blue, which is being 
bought in place of black. Dark blue 
shoes are scoring heavily in the call. 
For the most part they are plain, but 
where trimming is employed it har- 
monizes with -the shoe. ome stores 
hold to the belief they will sell black 
shoes in good quantities for early 
spring, but they are in the minority. 

Watersnakes have enjoyed unusual 
popularity with prices ranging from as 
low as $4.00 up to the higher grades. 
There is apparent a demand for 
cheaper watersnakes, and while many 
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pairs are being bought in the $5 and 
$6 field, those stores with sizes and 
patterns in the top grades are not ex- 
periencing any great resistance. 

There is no division of opinion re- 
garding white shoes, with every op- 
erator predicting a tremendous season. 
White shoes are sold in this city far 
in advance of northern cities, and al- 
ready the selling possibilities of white 
shoes are being heralded. 

Much of the demand, according to a 
majority of the operators, will be for 
white kid shoes and linens in combina- 
tion with kid. White kids are antici- 
pated to be exceptionally good in san- 
dal types, which are expected to return 
with some force immediately following 
colors. Spectator sport shoes in black 
and white, as well as sandal types in 
black and white, are also acclaimed as 
new types that will have acceptance. 

Brown and white is a companion 
running mate to black and white. One 
sandal in black and white proved very 
popular in a store that featured this 
pattern. Also in the accepted trend 
was a sport oxford in the same com- 
bination. 

Some smart operators are concerned 
with the two types, that is, sport ef- 
fects and sandal types, feeling the av- 
erage woman will buy one or the other 
pattern for the purpose intended. In 
a very exclusive shop the buyer split 
his selection, placing 60 per cent on 
sandals and 40 per cent on spectator 
sport effects. 

Pumps are the preference for pat- 
terns, although in the open shank san- 
dal types a T strap was frequently 
seen. 
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ET the inside story of these 

shoes and you'll know why 

dealers from Maine 
California are building up per- 
manent customers for their 
stores and at a profit that makes 
the future look brighter. 


Copyrighted 
Pat. 
Pend. 


THE LONGITUDINAL ARCH 


(A) A thick insole with wedged heel 
seat supporting the oscalsis bone and 
center gravity of the body weight. 

(B) A special, wide, strong, guaran- 
teed Arch Support shank, wedge shape 
at heel, supports the inner and outer 
Longitudinal Arch. 


(C) Musebeck WEAR-STRAIGHT insole, 
shaped to give perfect foot balance. Result: 
Outsoles wear straight across the bottom in- 
stead of wearing thin to wedged shaped at 
outside ball. (D) Thick, mellow insole, 
shaped to Metatarsal Arch. A_ permanent 
solid leather arch that fits the normal foot 
and does not collapse. (E) Imported hair 
felt, chemically treated. An insulation against 
dampness, cold or heat. 


Write for catalog and the Seven ways that 
we help you to sell 


MUSEBECK DOUBLE-ARCH 
WEAR-STRAIGHT shoes. 


MUSEBECK 
SHOE COMPANY 


DANVILLE, ILLINOIS 


i ne 





WHERE TO BUY 


Men’s Shoes 








@ 


SHOE 


M. A. PACKARD co., Makers 
BROCKTON 


o, 





NETTLETON 
Shoes of Worth 
A. E. NETTLETON 


g. W. COO 


N. ¥., U. 8. A. 
PINE SHOES EXCLUSIVELY 


co. 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 




















"HIGHEST GRADE ONLY” 


In Stockh Service 


E.M.HOYT SHOE CO. ] { 


— 5°6. Manchester, N.H. 





15 STVLES 
RETAIL 








“A MAN’S DECISION” 


THE 


SHOE <3, 
Shoe Ce. 


Beorteon—188 Rasex Street 
WN Y.—616-0917 Marbridge Bide. 
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Unusual Juvenile Shoe Shop 








J. Hyman, who operates two exclusive juvenile shoe shops under the name of Coun- 


try Club Shoe Stores, in Kansas 


City, Mo., has demonstrated that with the right 


sort of merchandising, children’s shoes can be made a profitable specialty. The 


photograph shows Mr. Hyman’s store at 304 W. 47th Street, Kansas 


City. 











Ask Higher Tariff on Hides 


Cattle Growers, at Tariff Commission Hearing, Declare Upward 
Revision Necessary to Afford Adequate Protection 


WASHINGTON, D. C.—An upward re- 
vision of the tariff on hides and skins 
of the bovine species of not less than 
six cents a pound is necessary to give 
cattle growers of the United States 
adequate protection, C. W. Holman, 
secretary of the National Coorerative 
Milk Producers’ Association, insisted 
at a hearing before the United States 
Tariff Commission, Feb. 19, which 
marked the opening of an inquiry insti- 
tuted by senatorial direction. 

Under paragraph 1530 (a) of the 
tariff act, a duty of 10 per cent ad 
valorem is levied on hides and skins of 
cattle of the bovine species, except 
hides and skins of the India water 
buffalo, imported to be used in the 
manufacture of rawhide articles, raw 
or uncured, or dried, salted or pickled. 

Even though President Hoover 
might exercise his power to increase 
this by 50 per cent, as provided in the 
tariff law, the proper degree of pro- 
tection would not be afforded, declared 
Mr. Holman as he fixed what he termed 
a “reasonable” levy at six cents a 
pound on green skins. 

The cause of further protection for 
the ranchers of the West and South- 
west was also espoused by United 
States Senator Robert B. Howell of 
Omaha, Neb., and by F. E. Mollin, 
counsel for the American National Live 
Stock Association, and the National 
Cooperative Milk Preducers’ Associa- 
tion, who caused numerous graphs to 
be entered upon the record to show the 
plight of the American cattle industry 
under the existing tariff. 

The question of what effect increased 
tariff might ultimately have on the 
price of shoes evoked controversy from 
the start, David G. Ong, of the United 
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States Leather Co., declaring that not 
enough hides are produced in this 
country to supply the demand and that 
imported skins would still be needed 
and the price thereof passed on to the 
purchasers. 

Proponents of increased duty repre- 
sented that western and southwestern 
hides are now being sold at a price 
much lower than a proper market, and 
one instance was cited of the sale of a 
shipment which netted the grower only 
50 cents apiece. They questioned 
whether a higher duty would -mate- 
rially affect the market for shoes, but 
no effort was made to carry out this 
line of argument or support it with 
cost figures. 

At the outset of the hearing, Marion 
DeVries, representing the kid, sheep, 
cabretta group of tanners of the Tan- 
ners Council of America, was permitted 
to enter a brief in the record to protect 
the interests of the tanners in this 
group. The document reiterated the 
arguments which brought about exclu- 
sion of skins of this type from the tar- 
iff classification of “bovine species.’ 

Marking the drop in market for bo- 
vine hides, Mr. Mollin produced rec- 
ords showing 4,316,224 on hand in De- 
cember, 1929, as against 4,009,252 last 
December, and he charged that im- 
portations have demoralized the mar- 
ket. He further asserted that vast 
quantities of hides were rushed into the 
United States in anticipation of pas- 
sage of the tariff bill placing a duty 
thereon. 

Parties in interest were informed 
that further inquiry will be made by 
the Tariff Commission although no 
other hearings are contemplated. A 
period of thirty days was fixed for the 
submission of briefs elaborating upon 





the evidence adduced at the session. 
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Controlled Quality |! JIE 


By controlling every process used in 
the manufacture of our laces, begin- af 


ning with the spinning of yarns from 
raw cotton, we control the quality 
of the finished lace. 











The quality of every finished prod- 
uct is dependent upon the quality 
of its ingredients. Division of quality 
responsibility is eliminated by verti- 
cal production. We can assure you 
at all times of uniform laces that meet cain 
our high quality standard. Produc- 

tion economies enable us to offer 

you quality laces at prices that make 


you with a lace for every type and 
grade of shoe. 











THE JOSCO FABRIC TIP 
—a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 


Tips may be either fabric, met- 
al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


it the proper rigidity and en- 
durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use. 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 





them unusual values. We can supply 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 


SAI BFE PEEP 


Frias, Se, Ce 
$3.25. 


IN er 


Ne. 1434—Tan 
Kid Everett 
C-D-E, $2.60 


Kid Opera 
C-D-B, $2.60 











Reflects Spirit of Springtime 








ce tee ee Sane oe 


An effective spring window display at a very moderate cost in Chandler's Boot Shop, 

Houston, Texas. The center panel was green silk, with pleated green silk on either 

side. An orchid spray in box holder forms the chief decorative feature, this being 
placed on an elevated shelf trimmed in orchid. 








HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 


class. Catalog on Request 


VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. New York City 














High Grade Mules 
and D’Orsays 


Catalogue sent on 
request 


Paristyle Footwear Mfg. Co., Inc. 


Factory and Salesroom 
153-159 West 27th St. New York City 








W. 8. CHASE & SONS 
HAVERHILL, MASS. 
FINE SLIPPERS 

Men and BOYS 


HANDTURNED 
$2.00 to $2.85 








Do You Know? 


or sell it through 
columns. This 
ce is a time 

jiate needs. 

















Los Angeles Launches Styles 


Three-Day Seasonal Promotion Event, Staged as Cooperative 
- Merchandising Effort, Features Newest in Footwear 


Los ANGELES, CAL. (UTPS)—In the 
footwear fashions featured by Los An- 
geles retailers during the “Modes of 
Spring 1931,” a three-day semi-annual 
style promotion sponsored by downtown 
Los Angeles merchants as a coopera- 
tive merchandising effort from Feb. 
12, 13 and 14, the opera pump for 
street and resort wear is strongly fea- 
tured. Reptile is given a prominent 
place in style displays accompanied by 
matching handbags, while a number of 
sandals for semi-formal and spectator 
sportswear also are introduced. White 
linen buck with calfskin trimming are 
conspicuous in resort groupings. 

At the I. Miller Seventh Street store 
a low heeled bow pump of spun silk 
for informal occasions is advertised 
and strongly featured with a bag of 
corresponding fabric. This store is 
also specializing on skipper blue in 
pumps, oxfords and strap models, 
trimmed with a lighter blue. 

The Wetherby-Kayser Shoe store 
launches a calfskin sandal in russet. 
This shop also advances resort models 
in white with contrast trimming and 
hails the return of patent leather as a 
novelty. Pumps of patent leather are 
shown. Sometimes a black patent 
leather heel is combined with a black 
linen pump. 

In the Walk-Over collection at Paul 
Jesberg’s attention is called to Patou 
beige, caramel and the pastel tones fa- 
vored for day and evening. Sandals 
are emphasized and much is made of 
perforated designs, especially for walk- 
ing shoes and sports numbers. The 
season’s all-purpose shoe, according to 
Mr. Jesberg, is the water-snake having 
a sand or beige tint. Russet shades for 
men and two-toned effects are dis- 
played here. 


The Innes shoe company windows 
during the style fiesta gave prominent 
display to sea sand and batou beige 
pumps, oxfords and sandals. Kids pre- 
dominate, while models of water snake 
and few of lizard are shown. Hand- 
laced sandals are interesting numbers 
and are shown in beige or white with 
contrasting colors. In their fashion 
advertising “Laisandles,” oxford, strap 
and pump models are promoted. 

At Gude’s, the shoe and hand-bag 
theme receive particular attention and 
considerable display is given over to 
java lizard, water-snake and python 
models for street wear. Admiralty and 
navy blue make their appearance in 
models of varying types trimmed with 
white. A novelty among the pumps 
and oxfords are numbers fashioned 
from suva cloth giving to the shoe a 
lace-like effect. Sandals are noticed 
with high heels for dress and low for 
spectator wear. A sport pump of the 
latter type, peach buckskin combined 
with brown kid trim makes a striking 
effect. 

In recognition of the desert vogue in 
clothes which many apparel houses in 
Southern California endorse each 
spring, the H. Baker Shoe Co. 
stresses hazy desert shades, pink, blue 
and sand. One sandal model in ver- 
bena pink is decidedly effective, while 
an afternoon slipper—a pump model 
with punched vamp in two shades of 
green or blue or coffee beige is also 
conspicuous in this store’s style offer- 
ings. Pumps and exfords for early 
season wear will be pushed at this 
South Broadway store. Lizard for 
tailored wear finds its place in the 





Baker collection too. 
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A NEWLY perfected spread- 


ing device and rod with square 
threads of large pitch insure easy 
and accurate action. Blocks are 
of fully seasoned rock maple, 
and are shaped and finished as 
carefully as a last .. . Corn and 
bunion plates supplied with 
every stretcher. 

Every retail shoe store should also be 

equipped with the W/E Instep Stretch- 

ets, GAC Toe Raisers, and the Climax 

Shoe Stretchers for women’s high heel 


shoes. We also supply the well-known 
Repco Shoe Stretchers. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 


yy a 
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WHERE TO BUY 
Ballet Slippers 








Sumith 


SALLETS 


Rights and Lefts 









Two Grades 
Si 50 seas’ sib 
1:35 1.30 1.25 ocr 

In Stock SMITH 


325 West Monroe Chicago, Ill. 


DURO-TOE 


(Patent pending) 








The new wear-resist- 
ing toe slipper with 


rotector. Pink, 

lack or White 
Satin. Retails profit- 
ably at $5.50. Colors 
to order. 











Im Stock Black Kid 
Ballet aes ane Left 
s 


Ladies’ $1.26 pair 

Misses’ $1.20 pair 

Child’s $1.15 pair 
BLOG SHOE CO., INO. 


147 Duane Street, 
New York City 

















BALLET SLIPPERS—IN STOCK 


of the unusual kind 
8102 Bik. Kid Hand 


Child’s 6 to 11—$1.85 

Misses 11% to 2— 1.40 

Women’s 2% to 8— 1.45 
Also Hard Toes 


SCHWARTZ & HERDER, Inc. 
and Comfort Sli 





Specialists In Ballet 
241 No. 1 


ppers 
1th St., Philadelphia, Pa. 








BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 
Wom. Miss. Childs 
seis Re See: ise Eis LHS 
Ovast Slightly Higher 
Brooks Shoe Mig. Co. 
Philadel phi s— 


Gwansen and Ritner Sts. 
Les Angeles—1163 Se. Hill St. 











WHERE TO BUY 


Store Fixtures 


hed | 
\ ) 4 COPY EF THE | 
NEW GOODWIN CATALOG 
STORE FIXTURES 

bE INSTALLATIONS 


| 
| 
| 
} 
} 
| 
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What’s New 
And What’s Said About It 














Turned Leather Heels 


An innovation in turned leather 
heels, built up in the customary lifts, 
into which interlocking wooden wedges 
have been cemented to give lightness 
and strength, has been developed by 
the Leighton Heel Co., of Lewiston, 
Me. This type of heel, it is said, can 
be produced in the same manner as 
wood heels and offers a number of ad- 
vantages which appeal to shoe manu- 
facturers as well as to merchants and 
wearers. It is said to be light, strong, 
unusually smart in appearance and 
easy to attach in such a manner as to 
insure a perfect heel seat. 





Arch Feature for Boys 


GRAND Rapips, MicH.— When the 
president, H. A. Torson, of the Herold- 
Bertsch Shoe Company of Grand Rap- 
ids, Mich., developed a specialty boys’ 
shoe—he went back to a scientific prin- 
ciple of building-in some protection for 
the arch. This is somewhat a new 
feature in boys’ shoes. It was designed 
to protect and safeguard the feet of 
growing boys, and the feeling that the 
boy needed definite arch protection. 
President Torson went still further and 
developed the sales promotion of his 
arch shoe through specialty advertis- 
ing in magazines for boys and in a 
close tie-up through dealer service. 
The entire promotion is a somewhat 
unique plan in boys’ shoe merchandis- 
ing. 





New Labeling Device 


Los ANGELES—A detachable labeling 
device has recently been invented wihch 
entirely dispenses with label pasting. 
The label is easily attached or detached 
and is very handy for branch store rec- 
ords, perpetual inventory control and 
customers’ repeat purchase purposes. 
Table display shoe boxes need no 
longer be saved, the detached label be- 
ing saved instead. 





New Polish Firm 


BALTIMORE, Mp.—Delboy, Inc., is a 
new addition to the shoe polish manu- 
ae field of Baltimore, Md. This 
concern has taken over a portion of the 
plant of the Cavalier Corp., well-known 
shoe polish manufacturing concern of 
this market, located at Key Highway 
and Jackson Street, in which it will 
manufacture various kinds of shoe pol- 
ishes. The new concern is an indepen- 
dent organization, though through a 
mutual agreement it will work in cer- 
tain instances in harmony with the 





Cavalier Corp. 
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Riding Season Opens 
[CONTINUED FROM PAGE 46] 


to put on as well as being the suitable 
shoe for the long tweed trousers. 

There are now two decided price 
ranges in riding boots, those which sell 
in the exclusive shops from $22.50 up 
to $75.00, custom imports made of the 
finest calf skin and leather lined, and 
those made of side leather in cheaper 
grades, even as low as six dollars. 

When one realizes that it takes 
twelve feet of leather to make a riding 
boot and that many riding boots are 
fourteen to eighteen inches high, it is 
reasonable that the merchant should al- 
low himself a profitable mark-up. 

Most merchants who specialize on 
medium grades carry two sizes of calf 
fittings and two heights, but today 
fashionable women wear the boots as 
long as comfort will allow. 

Boys do not care for the jodphur, 
while some of the younger set are 
wearing a new type low boot which re- 
sembles the congress boot of other days. 
This boot fits snugly under the long 
trousers and is very easily pulled on 
and off. 

Rich tans and red browns are selling 
in preference to the black boots, and in 
growing girl’s lines there is a new rus- 
set boot which laces from the quarter 
line into a straight upper. There are 
five long eyelets which lace with a 
leather thong and finish with one 
around the top carrying belt and 
buckle. 

It seems strange that at this period, 
when motor cars were never so per- 
fected or so reasonable in price, there 
should be such a widespread interest in 
all things pertaining to riding and to 
horses. To a large extent probably, 
the explanation lies in the sport ap- 
peal, which in these days of crowded 
traffic has largely disappeared from 
motoring. 

Physicians all over the country are 
endorsing riding as an exercise, while 
all strata of society are deeply inter- 
ested in the race tracks. 

Designers are translating the themes 
of riding toggery into dresses, coats 
and even jewelry. The harness motif 
of the snaffle and curb bit have been 
redesigned for chains, links and fasten- 
ings of sport and semi-costume jewelry. 
Details of the harness have been used 
as an inspiration for pins and bangles. 

So it remains for the shoe retailer to 
capitalize on these fashion whims and 
create a background in advertising. 
When riding or field boots are dis- 
played in a window, show some of the 
garmentry which should be worn with 
the boots, thus creating consumer in- 
terest and sales appeal. 





Open Basement Shoe Section 


BALTIMORE, Mp.—A substantial ad- 
dition to the popular and lower priced 
retail shoe field was effected with the 
formal opening of the Stewart & Com- 
pany basement store in Baltimore, Md. 
A large section of the basement ‘store 
is devoted to women’s footwear. No 
men’s or children’s footwear is car- 
ried at the present time. Special fea- 
ture or “health” shoes are carried, as 
well as shoes of the regular type. The 
price range is from $2.95 to $4.95. 

Bert Rosenberg, who managed for 
fourteen years the Hecht store in 
Washington, is in charge of the Stew- 
art & Company basement store. 
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WHERE TO BUY 


Sport Footwear 


oa PP eee 


€@THCO 


GOLF SHOES 


No. C340—All sizes in 
for immediate delivery. 
Write for 


WHERE TO BUY 


Shoe Forms 


for Shoes and Hosiery 


made of white, 
transparent or colored 


7 FAIRYLITE 
Shoe Form Co., Inc... Auburn, N. Y. 
ee EEE 


Ch 6 6 hh os ao 


WHERE TO BUY 


Dancing Shoes and Taps 


L696 8 8 6 Fh Ph 


TOE-EASE 


(Patent pending) 








A new comfort 
giving device for 
toe dancing made 
from soft, sponge- 
like medicated rub- 
ber which will not 
bind the foot. Re- 
tails profitably at 
$2.00. 


SEND FOR NEW 1931 
IN-8TOOK OATALOGUB 
3.8. AT ONOB DB- 
LIVERIBS. 





aus NORRIDGEWOOK, 


C8OOOOHOOOOOOOOOOOOOCO 
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To Show or Not to Show 


[CONTINUED FROM PAGE 32] 


time set was in close relationship to the 
Joint Styles Conference to be held 
April 27th and 28th, a spirited contro- 
versy developed, whereupon the board 
of directors of the National Boot and 
Shoe Manufacturers’ Association voted: 

“WHEREAS announcements have 
been made of a privately promoted ex- 
hibition of shoes at the Hotel Pennsy]l- 
vania in New York during the week 
beginning April 27, 1931; 

“AND WHEREAS the Joint Style 
Conference under the auspices of the 
National Boot and Shoe Manufactur- 
ers Association, the Tanners’ Council 
and the National Shoe Retailers Asso- 
ciation is to be held in New York at 
the Hotel Astor on Monday and Tues- 
day, April 27 and 28, 1931; 

“AND WHEREAS printed litera- 
ture has been distributed connecting 
these events: 

“BE IT RESOLVED by the Board 
of Directors of the National Boot and 
Shoe Manufacturers Association that 
the membership of the Association be 
informed that the exhibition of shoes 
at the Hotel Pennsylvania has no con- 
nection with the Style Conference, to 
be held at the Hotel Astor on Monday 
and Tuesday, April 27 and 28, 1931; 
and that no exhibitions of shoes to be 
held in New York during the week be- 
ginning April 27, 1931, has the ap- 
proval of the National Boot and Shoe 
Manufacturers Association.” 

This was answered by J. Goddard 
Brown, under whose personal direction 
the show was to be held, with the fol- 
lowing: 

“The National Boot and Shoe Manu- 
facturers Association at its recent con- 
vention in New York City passed a 
resolution declaring that the New York 
Shoe Style Show, which was advertised 
to be held immediately following the 
Conference meeting, does not have its 
approval. It appears that the manu- 
facturers do not want the inference to 
be drawn that the two enterprises are 
connected in some way. 

“In vieW of this situation the man- 
agement of the New York Style Show 
at once decided to withdraw the dates 
set for its show so that the issue would 
be composed and any conflict of dates 
be obviated. Announcement of the new 
dates upon which the New York Shoe 
Style Show will be held at the Hotel 
Pennsylvania will be made at an early 
date.” 

Then on Feb. 13 an additional reso- 
lution by the National Shoe Travelers 
Association, signed by President Kal- 
isky, Chairman Sass and Secretary De- 
laney was made public, as follows: 

“The National Shoe Travelers As- 
sociation, Inc., is on record as opposed 
to and disapproving of shoe style shows 
and shoe style reviews not conducted by 
or held under the auspices of any or 
all cf the recognized organizations of 
the shoe and leather industry. 

“The purpose of this record was to 
confine these shows and reviews to our 
industry and that there be no excessive 
or unnecessary financial expense or 
loss of time to the members of our in- 


dustry. 


“Also the intent of the National Shoe 
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Travelers Association, Inc., in passing 
such a resolution was to eliminate all 
unnecessary shows and style reviews 
so as to counteract and prevent harm- 
ful influence many of these shows have 
and might have upon the commercial 
sales representative when calling upon 
his trade for the placement of orders 
for seasonable buying. 

“The fact that the National Boot and 
Shoe Manufacturers Association has 
passed a resolution disapproving of a 
proposed show to be held in New York 
during the week of April 27, 1931, the 
National Shoe Travelers Association, 
Inc., takes this opportunity of advis- 
ing our members that we concur with 
and approve of the resolution as 
adopted by the National Boot and Shoe 
Manufacturers Association and trust 
that all our members will pass the in- 
formation on to others of our profes- 
sion, and that all will act in accordance 
with the resolutions as adopted by the 
major organizations of our industry.” 

Now that that item of inter-trade 
style showing seems to have been 
solved, comes word from Odell Hauser, 
director of public relations of the Phil- 
adelphia Business Progress Association, 
indicating that the Shoe and Leather 
Mart, which had been proposed as a 
permanent exhibit in the city of Phil- 
adelphia, had finally reached a point 
where its sponsors had decided that 
conditions in the industry are not pro- 
pitious at the present time for putting 
over a project on the large scale which 
would have made it a success from 
the start. Everyone who had signed 
for space or become otherwise con- 
nected with the project has been no- 
tified to this effect. 


Picking an Orthopedic Line 


[CONTINUED FROM PAGE 35] 


Given a fair understanding of why 
the line is being added, the salespeople 
should be shown the necessity of care- 
ful fitting. In the sale of health shoes 
the customer is quite willing to pay for 
service. At another time I want to 
discuss the question of a special de- 
partment versus indiscriminate selling 
by the entire sales force. Right here I 
only want to say that in the beginning 
at least of a special line of health shoes 
it would be well to have a floor mana- 
ger or some one with special training 
pass on the fit of every pair of these 
shoes before the sale is finally closed. 
This will not only give greater assur- 
ance of correct fitting, but will impress 
the customer with the idea of special 
service. And let it be noted that a 
favorable attitude of mind on the part 
of the customer is not the least of the 
elements that will assure ultimate sat- 
isfaction with the shoe. 

It has been my observation that en- 
tirely too much demonstration enters 
into the sale of health footwear. The 
simple statement that the shoe is spe- 
cially constructed to promote foot com- 
fort is usually all that is necessary, if 
that statement is made with a positive 
assurance that carries conviction and is 
followed up with intelligent fitting. 
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WHERE TO BUY 
W ork Shoes 






















Ultra-Smart Sandals 
<cumbtections’ 
Unusual 
Profits 
Write direct 












BIARRITZ SANDALS, INC. 
33 West 27th St. New York 


























































Internationally recognized as the acme of 
utility shoes. 
A product of 


SHAFT-PIERCE SHOE CO., Faribault, Minn. 
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WHERE TO BUY 


Shipper Ornaments 


Oh hh 
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Pompons OWS ets 


of Every Description for 
Boudoir Slippers 












The right merchandise at the right time 
Selid colors in stock—samples on request 


HY-GRADE SLIPPER SUPPLY CO. 
693 Broadway New York City 


























William H. Madison Dies 


MIDDLETOWN, CONN. (UTPS)—Wil- 
liam H. Madison, 69, for many years 
associated with Alvah Kelsey in the 
Ward, Kelsey Company, retail shoe 
dealers, died in Middlesex Hospital Feb. 
9 after a short illness. Mr. Madison 
was a past exalted ruler of the Middle- 
town Lodge of Elks. He is survived by 
one sister. 






























Keep Your Store Interesting 


[CONTINUED FROM PAGE 51] 


tire north or south side, as the case 
might be. 

Weave your store into the lives of 
your public. 

You can recall some dealers who 
have associated themselves with memo- 
rable things in your life—just little 
things, in some cases, but things you 
got a “kick” out of. There was the 
grocer who gave you an apple or a 
piece of candy occasionally—the shoe- 
man who gave you a ball or bat—the 
butcher who handed you a slice of 
summer sausage over the counter—the 
clothier who gave you a clever novelty 
of some sort to have fun with. Didn’t 
they make a hit, though? Those fel- 
lows were what the boys of today call 
“regular.” They were friends of yours 
and you were a friend of theirs—and 
probably still are—though that was 
long ago. They wove themselves into 
your life. This basic thought isn’t new, 
but neither is human nature. 

If you were a bowler and lived in 
Chicago, you’d know “Rube” Metz, be- 
cause he gives prizes of bowling slip- 
pers to patrons of each of the principal 
bowling alleys. The sign announcing 
this is a wonderful ad for Metz, as it 
associates Metz’s store with this pop- 
ular diversion in the minds of the 
city’s bowling enthusiasts. You can tie 
up similarly with baseball, golf or other 
sports that are popular in your vicin- 
ity this spring. ou could take the 
various sports in season and plan to 
give out at least one prize each week 
and designate a certain day of the week 
when the name of the winner would 
be announced in your window. See the 
value of CONTINUITY there? 

Set your ingenuity to work devising 
effective means of window tie-up with 
sporting events of all kinds—with fairs 
and carnivals—with any events, local 
or otherwise, that arouse the interest 
of your public. But beware of politics 
or anything of a controversial nature, 
where prejudices may be aroused. 

Try to work out a definite continuity 
or sequence in the use of light, color 
and motion in your display. Find or 
create a new “stunt” for putting over 
a merchandise bonus to keep folks sup- 
plying their footwear needs at your 
store. And, apart from your windows 
and regular ads, do something along 
these lines to weave your store into the 
lives of your customers and your pub- 
lic. Keep the names and addresses of 
all customers, including children. Get 
the birthdays of children. Keep a rec- 
ord of number, size and price of shoes 
bought. Advise them that should they 
be away and want a duplicate pair or 
something similar, you can send them 
by mail. 

Some days after a purchase has been 
made, write the customer expressing in- 
terest in his complete satisfaction with 
the shoes, and suggesting that, in the 
event of anything being otherwise, he 
drop into the store. Send birthday 
cards to the kiddies. Send congratula- 
tions to graduates. When a new baby 
arrives send congratulations to the par- 
ents and a baby book to the new mem- 
ber of the family. Put the baby’s name 
on the flyleaf. 

Send appropriate letters to newly 
engaged couples, newcomers to the com- 
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munity, winners of sports events and 
others who have done or are about to 
do something of importance to them- 
selves, regarding which there is some 
source of information. Borrow from 
the strips and at least make a humanly 
good effort to get as close to your 
neighbors as do Walt and Orphan An- 
nie, 
Weave yourself into their lives. 





Farewell Dinner for Victor 


Harb 


PITTSBURGH—A farewell dinner was 
given here Feb. 7 in honor of Victor 
Harb, formerly with the Schiff Com- 
pany in Pittsburgh, who has gone to 
Bridgeport, Conn., and is succeeded 
here by Morris Bliman. 

Those present were: Morris Childs, 
Larry McKeown, Ben Blume, Hyman 
Greenberg, Ed. Pinsky, Ben Kart, Ted 
Chartoff, Ed. Spiro, Herman Broady, 
Harry Herman, Nat Bliman and Frank 
Reich. 

Mr. Childs referred to Mr. Harb as 
a man who represented the Schiff spirit 
100 per cent and had as his standard 
the ideal of “one for all and all for 
one.” 

Harry Herman was toastmaster, and 
he introduced Ted Chertoff, who pre- 
sented Mr. Harb with a traveling bag 
on behalf of the other managers. Mr. 
Harb expressed his appreciation. 





Employment Relief in Canada 


HAMILTON, ONT.—Announcement ap- 
pears in the Hamilton, St. Catharines, 
and London, Ont., papers to the effect 
that Sam Seigel, operating the Seigel’s 
Shoe Stores, Ltd., will during the entire 
month of February, give 5 per cent of 
the gross receipts to agencies providing 
free meals for the unemployed. 

Mr. Seigel, in his announcement, 
states that thirteen years ago he began 
in a small shoe store on Cannon Street 
in Hamilton. Today his stores do a 
business of more than $500,000 a year. 
He hopes during the month of Febru- 
ary to be able to turn over many hun- 
dreds of dollars to the unemployment 
organizations. 





Fred Zorn and Dave Oster 
Made Directors 


ROCHESTER, N. Y.—At the annua! 
stockholders’ meeting of W. B. Coon 
Co., held Feb. 11, F. A. Zorn and 
D. D. Oster, well-known Wilbur Coon 
salesmen, were elected directors of the 
company. 

President E. B. Bronson r ported the 
company to be in an _ exceptionally 
strong financial position with a ratio 
of sixteen to one between current as- 
sets and liabilities. 


H. C. Gibbs Resigns 


PORTSMOUTH, OHIO—H. C. Gibbs,, 
formerly buyer for the shoe depait- 
ments and men’s furnishings depart- 
ment at the Anderson Bros. Co., has 
resigned. Mr. Gibbs has not announced 
his plans for the future. 
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IwWINS 


Pick UP, at random, any two MEARS’ 
Wood Heels of the same style. Each heel 
will be the same in size, quality, and pro- 
portion as the original wood heel model — 
they'll be as near alike as twins . . . This is 
made possible by exclusive and highly per- 
fected machinery and methods which elimi- 
nate the variations which can affect the style 


of your shoes. 


Mears’ Wood Heels cost no more than other 
good heels, actually save you time and money 
in fitting, and help to sell your shoes. Specify 


them on all your shoes. 











ACCURATE 


Look for this 
trade-mark on 
every heel seat 


Fred W. Mears Heel Company, Incorporated 


AUBURN, MAINE ST. LOUIS. MISSQUR! COLUMBUS, OHIO AUBURN. NEW YORK 
Associated Companies: 
Conway Wood Heel Company, Conway, N. H. Merrimack Wood Heel Company, Salem Depot, N. H. 
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WHERE TO BUY 


Dancing Sandals 














* KENDALL’S BaNciIna = 
For Aesthetic 
Dancing 
IN STOCK . 


IN GREY AND 
FAWN. 
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WHERE TO BUY 


Children’s Footwear 
















CHILDRENS 
FOOTWEAR 
Ss IN STOCK 
Genuine "==" Builds repeat business 
Moccasins Free Style Booklet on Request 


{ G H BASS & CO, 18 Mam St, WILTON, MAINE } 


Ces) 


Children’s Fine + Goodyear Welt Shoes 


by 
THE GILBERT SHOE Co. 
THIENSVILLE, W'S. 


















































WHERE TO BUY 
Spats 
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GREATEST SPAT LINE 
OF THE 





INDUSTRY 














IDEAL 


Registered Trade Mark 


With Manolis Spats 
and Shee Ornaments you 
will advertise your name 
for the season of 1931. 
Attractive window dis- 
players given with or- 
ders. 










MANOLIS MFQ@. CO. 
4248 Ne. Crawford Ave. 
Chicago, tt. 







Up to a couple of years ago, a good 
85 per cent of the year’s business in 
men’s slippers was done in the one 
month of December. Now, with the 
carrying of a good comprehensive stock 
week in and week out, the sales have 
approached a more even average. The 
peaks are still there, while the valleys 
in the sales graph chart have been 
raised. The sales have not fallen off 
during the Christmas season, but they 
have materially increased the rest of 
the year. 

Slipper departments are assuming 
real importance for the profit possibil- 
ities have been materially increased 
with the in-stock resources of the man- 
ufacturers and wholesalers. A 
many stores report getting an average 
of ten times stock turns. One buyer 
told of how his inventory of $3,000 pro- 
duced $40,000 in sales for the year. 
December, however, would see a seven 
times jump in the stock, but the aver- 
age would give a maintained ten times 
turn. It is possible to do a consistent 
$1,500 monthly volume regularly on a 
$3,000 stock. And there is real profit 
in that merchandising. 

A check-up over a wide area showed 
that opera types are still i in the lead by 
a long margin in men’s slippers, as 
the following table shows: 





New Slipper Firm Formed 


BRIDGEPORT, CONN.—The Sherman 
Brothers Mfg. Company is the style 
of a new concern which has been or- 
ganized in South Norwalk, Conn., with 
a capital of $50,000. Harry Sherman, 
formerly associated with the firm of 
Sherman Brothers, wholesalers of foot- 
wear, and previous to that with a man- 
ufacturer of slippers, is president and 
treasurer of the new concern. Ludwig 
Speier is vice-president and superin- 
tendent and he has had long experi- 
ence in manufacturing slippers for the 
last 22 years. 

This new organization, which will 
manufacture a line of women’s, chil- 
dren’s and men’s novelty Flexo sole 
slippers, will be operating by the first 
of a with a capacity of 1500 pairs 
a day. 





Jeremiah F. O’Brien Dies 


ROCHESTER, N,. Y.—Jeremiah F. 
O’Brien, president and treasurer of the 
F. J. Fox Company, infants’ shoe man- 
ufacturers, died recently. He had been 
ill since September. 

Born near Canandaigua, Mr. O’Brien 
was educated there and came to Roch- 
ester at an early age. After working 
for a number of years in the shoe in- 
dustry, he became superintendent of 
the shoe plant operated by S. K. New- 
comb. 

Afterward he became superintendent 
of the Fox plant, at that time headed 
by Herbert Freeland. After Mr. Free- 
land’s death, Mr. O’Brien became presi- 
dent and treasurer, and held these 





















posts until his death. 
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Shoe Stores Can Sell Slipp 
Every Month in the Year 


[CONTINUED FROM PAGE 43] 





ers . 








Operas ...... TAGG “BATE... staxeisss' 55% 
Black ..... 10% 

Blue ...... 10% 

Green - 10% 

EN ce tas.a, ate 10% 

Burgundy 38% 

Wine ..... % 

100% 

Everetts..... 15% Tan....... 75% 
Black ..... 25% 

100% 

Romeos...... 10% Tan....... 95% 
Black ..... 5% 

100% 100% 


Patent leather, alligator and Pull- 
man slippers are still good staples in 
the stores selling the better grades, but 
are not considered in the volume trade. 
The surprise last December was in the 
demand for black operas in the good 
turns. The call for the high colors 
was anticipated very well, but not the 
sudden cry for black kids. 





How Do You Know When a 
Shoe Fits? 
[CONTINUED FROM PAGE 41] 


acquire yourself through observation 
and fitting shoes. 

Early training that you receive is 
very important. Do not make the sale 
unless you are positive that the shoe 
fits, because if you do misfit a foot, the 
chances are that the customer will not 
come back. Time and again I have 
measured a foot and after trying to fit 
this foot to the proper size shoe and, 
finding that a shoe did not fit accu- 
rately, I have told the customer that I 
did not have the proper size shoe for 
her and that if she was anxious to ob- 
tain the proper size, I would be only too 
ag and willing to order the shoe for 

er. 

I was fortunate in being trained by a 
man who had the highest ideals of mer- 
chandising and the welfare of the cus- 
tomer at heart to work for. He warned 
me not to sell a pair of shoes if I did 
not think they were right. He was never 
too busy to explain the new features of 
every last and style as they came out. 
By following his teachings and the 
fundamental rules that I have set forth 
in the foregoing, I have been able to 
tell intelligently when a shoe really fits. 





To Feature Resort Shoes 


MIAMI, FLA. (UTPS)—Lee Roth, 
owner of the Peacock Shoe Shop, 127 
E. Flagler St., Miami, has opened a 
branch in the main parquet of the 
Hollywood Beach Hotel, Hollywood, 
Fla. The new shop will specialize in 
resort fashions. Prices will be the 
same as charged in the Miami shop. 
The new shop is very lovely in all its 
appointments, 

The interior is finished in green and 
gold color effects, and is arranged in 
standard salon style. W. C. Goodrich 
of Fort Lauderdale, Fla., is to be 
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manager. 
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POSITION WANTED 


POSITION WANTED 


WANTED TO PURCHASE 














Factory and Sales Executive 


Years of successful experience manufacturing and selling 
men’s and boys’ shoes. Now open for position of responsibility 
with your present organization or can satisfy you of his ability 
to take complete charge of manufacturing and merchandising 
a “popular priced” line of men’s and boys’ shoes. 


Address C353, care BOOT & SHOE RECORDER, 239 West 
39th Street, New York, N. Y. 





We will pay the hese , pegee. Se 
your miplas or entire stocks of shoes, 
general rehandise or department 
stores. leans assumed. 

Phone - Write : 

All matters strictly confidential. 


I, SIMON CO. 


101 Reade St., New York 
Phone Worth 5922 














QRTHOPEDIC salesman and manager, ten 
years’ experience, make all 

appliances, window trimmer, stoc 

years of age. Address C-352, care Boot & 
ml a. ri 239 West 39th Street, New 
Yor 





HOE BUYER—Twelve years’ experience; 31 

years of age; best of references. Address 
C-346, care Boot & Shoe Recorder, 209 So. 
State St., Chicago, III. 





MANAGER age 30, with ten years’ exper- 
ience in women’s ’shoes, five years as store 
manager, also window trimming experience, 
capable of handling large volume, have initia- 
tive ability, excellent references; willing to go 
anywhere. ddress HERBERT BLEIBERG, 
1935 Clairmount, Detroit, Mich. 





BUSINESS OPPORTUNITY 





OSITION WANTED RETAIL—Young man 

twenty years old. Seven years’ experience, 
medium grade women’s and children’s. Knows 
shoes, fitting, styling and selling. What have 
you at what salary. Write G. E. LASHLEY, 
316 Strayer St., Johnstown, Pa. 





OUNG MAN thirty-three. Eighteen years 

shoe experience. Best of references. Tem- 
perate. Plenty of personality. Go anywhere. 
Now in Ohio. What have you to offer? Ad- 
dress C-366, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





BUSINESS OPPORTUNITY 


SHOE men’s _ boon A DETACHABLE 

LABEL SHOE BOX. Label dispenses with 
pasting. Easy to attach and detach. Serves 
as stock control plus numerous labeling advan- 
tages. U. S. or local rights to responsible 
parties on or liberal terms. Address 
C-362, care Boot & Shoe Recorder, 209 South 
State St., Chicago, Ill. 











“Well financed corporation wants man 
to merchandise and style in stock line 
semi-corrective welts. Only good pro- 
ducers with good records need apply.” 


Address C-359, care Boot & Shoe Recorder 
239 WEST 39th STREET 
NEW YORK, N. Y. 





HIGHEST CASH PRICES 
PAID 

for shoe stocks, slow sellers, etc. Short time 

losses taken over. Transactions confidential. 
Est. 1890 


MAX GLAUBERG 
350 Canal St., New York City 
Phone: Walker 3818 








If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 











We are open to 
BUY FOR CASH 
retail stocks of SHOES—GENERAL MER- 
CHANDISE — Unexpired leases assumed 
POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 0352 








MERCHANTS’ NEEDS 











Everything for Your Windows 
Futuristic Displays and 
gage 


Artificial Flowers, Windew 
[any Settings, 

Rib boon Borders, Decorative P 
Puting. Fella, Flitters, Valances, Draping 
elal, irass Mats. Send for Fancy Paper Booklet. 
Price Tickets. 


DAVE’S DISPLAY DECORATIONS 
118 West Broadway, New York 








FOR SALE 





REPRESENTATIVE WANTED 








FOR SALE 


At a low price. The only exclusive 
medium priced shoe, hosiery and rubber 
footwear store (also my home), in a town 
of 4500, good schools, churches, and in 
the center of big game country (deer and 
bear), also plenty of small game. 

WALTER I. MUR 
REYNOLDSVILLE, PENN. 














FOR RENT 


SHOE | STORE, established forty years, pro- 

Bressive city. Rockville, Conn. ‘s* Wy 
of fixtures, Available at once. A. F. 497 
Farmington Ave., Hartford, Conn. 


FOR LEASE 


T° LEASE, a high grade shoe repair shop 
where shoes can be carried profitable line, 
husetts city. Address €-332, eare Boot 

& Yor recorder, 239 West 39th Street, New 











Boor AND SHOE RECORDER 


combining THz SHOE RETAILER, Feb. 28, 1931 


REPRESENTATIVE WANTED, by Ger- 
man factory, which produces plush stripes 
for trimmings. State reference and experience. 
Address C-356, care Boot & Shoe Recorder, 
1201 Chestnut St., Philadelphia, Pa. 





BUSINESS OPPORTUNITY 











YOU N HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned hy any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 





SEGALLE "SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


| ARE BUSINESS GETTERS 
SEND FOR CATALOG 











































MERCHANTS’ NEEDS 












“MA, O.POLLINGER.W. CO.! 
216 HOLLAND BLDG., ST. LOUIS, MO. 















Milbradt 
Rolling Step Ladders 


Sears |} Enable you to reach your 
Py oe shelves convenient- 


y. 
They last a lifetime 
and 








_ i Are made in any style, 
i ae : shape or size to fit any 
kind of shelving. 


Write for general catalog 




















poeta Sa and let us suggest the 
pei ee 7 best ladder for your use. 
a Milbradt 

= Manufacturing Co. 


Established 1895 


2416 No. 10th Street 
ST. LOUIS, MO. 

















Make Customers Comfortable 


[CONTINUED FROM PAGE 53] 


and gracelessly to the floor, he places 
them carefully on the little eye-level 
table. See, as daintily placed as a win- 
dow dresser might arrange them, so 
that the customer can get a constant 
view of the intriguing little short vamp, 
the bit of a bow over the instep. 

“Now he comes with another pair. 
But a few moments have elapsed. 
Again and again the eyes of the cus- 
tomer have wandered to the little table. 
She has the opportunity to examine at 
a distance and with leisure the shoes 
she is undecided about. She inspects 
them right and left, and her eye al- 
ways wanders back to that perfect 
short vamp and that bit of a bow. She 
is relaxed, as she leans meditatively 
back in her upholstered chair, foot rest- 
ing on a soft, upholstered foot-rest. Be- 
sides, the floor is thickly carpeted, and 
so deadens the surrounding activity. 
Just a gentle hum of business. Great 
— of rejected shoes do not surround 

er chair, nor anybody’s, to disgruntle 
and bewilder. Only this single little 
amd nestling on the table-ette—at eye- 
evel—waiting to be chosen. 

“Is decision difficult under such ideal 
conditions? Is shoe shopping painful? 
Is she sorry later because she said, 
‘Yes, I’ll take that pair, after all’? 
No, because her judgment is at its best 
when she is relaxed. A pleasant after- 
taste of quiet ay | and comfort lin- 
gers in her mind. Because our clerks 


aim to fit both foot and fancy, the shoe 
gives satisfactory service. 

“She comes back when there are new 
shoes to buy. 

“Our policy is to make shoe shop- 
ping as solidly comfortable as pos- 
We have proved that it pays.” 


sible. 


























HOTEL 





Same Prices for 1 or 2 Persons in a Room 
ROOM, WITH USE OF BATH 
1.50 to 2.50 per day 
WEEKLY RATES FROM $9 UP 
ROOM, WITH PRIVATE BATH 
2.25 to 3.50 per day 
WEEKLY RATES FROM $14 UP 
Restaurant: Quality Food at]Moderate Prices 


MARTINIQUE 


BROADWAY, 32nd-33rd STS., NEW YORK 














Emanuel Phelps Dies 


SHREVEPORT, LA.—Emanuel Phelps, 
aged 90, one of the city’s pioneer shoe 
merchants, died at his home Feb. 16, 
following a brief illness. During the 
funeral services all the shoe stores 
closed as a mark of respect. 

Four years after the close of the 
Civil War, in which he served as a 
Confederate volunteer, Mr. Phelps 
moved to Shreveport from New Or- 
leans. Here he founded the shoe store 
that bears his name at a time when 
Shreveport was a small trading post 
on the Mississippi. He was one of the 
earliest subscribers to BOOT AND SHOE 
RECORDER. He retired from active 
business 10 years ago, turning over 
the management of his store to his son, 
Ben A. Phelps. 

One of the precepts taught by this 
fine old merchant was, “He who sells 
trash is forever explaining.” Today 
the Phelps Shoe Company presents a 
striking example of an old reliable firm 
that has tasted the fruits of success. 
This firm is now shoeing many of the 
fifth generation of its patrons. 





Dickerson Shoe Co. Steps Up 
Production 


CoLuMBus, OHIO (UTPS) — The 
Walker T. Dickerson Shoe Company, 
which took over the former plant of 
the Rilley Shoe Manufacturing Com- 
pany some time ago, has rainy | up its 
production from 800 to 1000 pairs daily, 
according to a recent announcement. 
Walker T. Dickerson, president of the 
company, left recently for a swing 
around the Pacific Coast in company 
with Arthur Naftzger, the Coast rep- 
resentative, and orders are coming in 
nicely as a result. He will be gone 
about three or four weeks. 

_ The company announces that its new 
line, known as “Plyco,” is selling well. 
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Jefferson Import Moves 


New YorkK—Due to a greater vol- 
ume of business and the need for more 
convenient and better lighted offices and 
showrooms, the Jefferson Import Com- 
pany have moved their offices and show- 
rooms from the sixth floor to the tenth 
floor of the Marbridge Building, New 
York. The Jefferson Import Company 
are importers of materials, leathers and 
specialties for shoe manufacturers and 
woven shoes for retailers. 





Vestal Bill Reported Favorably 


WASHINGTON, D. C.—The Senate 
Patents Committee on February 18 is- 
sued a favorable report on the Vestal 
Copyright Bill. Two amendments have 
clarified the bill—one providing that no 
damage from infringement may be col- 
lected unless the copyright owner has 
gone through the formalities of regis- 
tration and notice. But for this clause, 
all designs and creations of the pen and 
pencil would have automatic coypright 
on publication. The second amendment 
was that a copyright shall exist for a 
flat period of 70 years instead of for 
50 years after the death of the author. 

One of the leaders in the copyright 
fight has been Mary Bendalari, well- 
known shoe designer of Paris and New 
York. She says in an interview: 

“We protect authors, playwrights, 
musicians, against plagiarists, but the 
creator of styles is left unprotected, the 
victim of parasites. France has be- 
come the art center of the world for 
designers because that nation, by 4 
rigid copyright law, sees that the work 
of artists is not pirated. 

“What would happen if my factory 
were here in America? 

“My designs would be stolen, the 
work would be done by machines, and 
I’d probably be working in the factory 
at so much per week.” 
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Business Changes 


Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


RHODE ISLAND—Pawtucket—Emile Tessier 
(887 Central Ave.) ; boots, shoes, etc.; reported 


FLORIDA—Lakeland—Ford Shoe Stores, Inc. ; 
boots and shoes; inc. outhorized capital $10,000. 

ILLINOIS — Chicago — Clara Jalcover (Mrs. 
Aaron) (708 Maxwell St.) ; ts and shoes; 
succeeded by Jalcover & Savitzky. 

Jake Savitzky (726 Maxwell St.); succeeded 
by Jaleover & Savitzky. 

KENTUCKY—Louisville—Fleischaker’s, Inc. ; 
boots, shoes, etc.; inc. authorized — $20, 000. 

MAINE—Freeport—Lennox Shoe Inc. 
shoe manufacturers ; capital increased . “$25, 000. 

MASSACHUSETTS—Boston—Eva Goldman 
(109 Hampden St., barge gl J cae shoes, etc. ; 
advertising to sell out Feb. 16. 

Chelsea—Highland Shoe on. Ine.; manufac- 
turers; filed issue of $10,000. 

NEW _ JERSEY—Newark—lIberic Stores, I 
boots, shoes, etc.; inc. outhorized capital $50, 000, 

NEW YORK—Brooklyn—Stark Foot Form 
Shop, Inc.; boots and shoes; inc. 


Unity Wood Heel Co., Inc. (232 Liberty Ave.) ; 
succeeded by Williamsburg-Unity Heel Corp 

New York City—City Outlet Stores, "*..; 
boots, shoes, etc.; inc. authorized capital $10,000. 

Shoey’s, Inc.; boots and shoes; inc. authorized 
capital $15,000. 

Zeitz-Wallacohn, Inc.; boots and shoes; inc. 
authorized capital $10,000. 

Mandel-Weiner Shoe Co. (104 Reade St.); 
wholesale boots and shoes; reported will dissolve 
March 1. 

Vollbracht’s, Inc.; boots and shoes; inc. au- 
thorized capital $500. 

PENNSYLVANIA—Pittsburgh—Braddock Shoe 
oe $5,006. ; boots and shoes; inc. authorized capi- 
tal $5,0 

RHODE ISLAND—Providence—R. I. Shoe Co., 
Inc. ; boots and shoes, recently incorporated. 

TEXAS—Caldwel!—J. F. Cobb; boots, shoes, 
etc.; inc. authorized capital $3,000. 


Failures, Embarrassments, Etc. 


ARKANSAS — Harrisburg — H. Kurtz; boots, 
shoes, etc.; reported petition in bankruptcy. 

Wynne—Herman Bornstein ; boots, shoes, etc. ; 
reported petition in bankruptcy. 

CALIFORNIA—Fullerton—Jack Granz; boots, 
shoes, etc.; reported assigned. 

CONNECTICUT — Meriden — John D’Annibale 
(91 W. Main St.); boots and shoes; reported 
offering to compromise at 25 per cent. 

New Haven—J. Aveni (6 Washington Ave.) ; 
boots, shoes, etc.; reported petition in bank- 


ruptcy. 
Revlino Shoe Co.; boots and shoes; reported 
boots 


petition in bankruptcy. 

Waterbury—Isadore Hutensky; 
shoes; reported petition in bankruptcy. 

GEORGIA—Atlanta—A. S. Taylor (419 Mari- 
etta St.); boots, shoes, etc.; reported petition 
in bankruptcy. 

Decatu: m Orenstein; boots, shoes, etc.; 
reported petition in bankruptcy. 

ILLINOIS—Chicago—Blitz Bros. (Blitz Boot 
se oie Devon Ave.) (5817 N. Clark St.); 
boots and shoes; reported assigned. 

Sol Brandt (“Brandt  Bootery’”) (38904 
Lawrence Ave.) ; boots and shoes; reported peti- 
tion in bankruptcy. 

Adolph Kahn (5155 S. Kedzie Ave.) ; boots, 
shoes, etc.; reported petition in bankruptcy. 

Joseph Kuehn (1002 Center St.) ; boots, shoes, 
etc.; reported called meeting of creditors for 


-_ 18. 

DIANA — Hammond — Max Kraus (Kraus 
Quality Shop) (1088 Columbia Ave.) ; boots, 
shoes, etc.; reported petition in bankruptcy. 

Indiana Harbor—Brozowsky & Speros; boots, 
shoes, etc.; reported petition in bankruptcy; re- 
ported receiver appointed. 

Mishawaka—Max L. Brown (Brown’s Men’s 
Shop) (120 Lincoln Way); boots and shoes; re- 
ported petition in bankruptcy. 

Sheridan—William A. Miller; boots, shoes, 
etc.; reported petition in bankruptcy; reported 
receiver appointed. 

KENTUCK Y—Middlesboro—Max Stern; boots, 
shoes, ete.; reported offering to compromise 
at 25 per cent. 

LOUISIANA—Shreveport—Ben Frumer (219 
Texas St.) ; boots, shoes, etc.; reported offering 
to compromise at 20 per cent. 

MAINE — Rockland — Abraham Levy; boots, 
shoes, ete.; reported offering to compromise at 
25 per cent. 

Royal Shoe Stores, Inc.; boots and shoes; re- 
Ported offering to compromise at 25 per cent. 

een eee ane Hamburger 
(“Hamburger’s”) (585 N. Gay St.); boots and 
shoes; reported petition in bankruptcy. 

MASSACHUSETTS — Chelsea — Beauty Shoe 
Co.; manufacturers; reported petition in bank- 


. ruptcy. 
Lynn— Abraham F. Cowen (“Todd Shoe 
ae): boots and shoes; reported petition in 


ruptey. 
_MICHIGAN—Port Huron (also —— 
ton M. Seitovitz; boots and shoes; reported peti- 
tion in bankru ptcy. 
MISSISSIPPI — Charleston — R. E. Williams 


and 
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(“The Toggery’’); boots, shoes, etc.; reported 
petition in bankruptcy. 
sburg—A. Sadol ; 

ported petition in bankrupte 
PONEW HAMPSHIRE —Neshaa—Joseph Rothen- 
berg (Berg’s Shoe Store) (Factory Outlet) ; 


boots and shoes; reported petition in bank- 


ruptcy. 

NEW JERSEY — Elizabeth — Henry Kimmel 
(Little Men’s Shop) (Henry Kimmelman) (1172 
E. Jersey St.); boots, shoes, etc.; reported 
petition in bankruptcy; reported receiver ap- 
pointed. 

New Brunswick—Harry Cohen (76 Church 
St.) ; boots, shoes, etc. ; reported offering to com- 
promise at 25 per cent. 

Ocean City— Hyman Adelman; boots and 
shoes; reported petition in bankruptcy. 

Passaic—Samuel Marcus; boots and shoes; re- 
ported called meeting of creditors for Feb. 13. 

NEW YORK—Brooklyn—Colfrad Shoe Corp. ; 
manufacturers; reported offering to compromise 
at 20 per cent. 

Horowitz & Kass (176 Grand St. Extension) ; 
boots and shoes; reported called meeting of cred- 
itors for Feb. 16. 

Dave’s Bootery, Inc. (4808 18th Ave.) ; boots 
and shoes; reported assigned. 

Long Island City—Rosenwasser Shoe Corpora- 
tion (25 Wilbur Ave.) ; manufacturers; reported 
petition in bankruptcy; reported receiver ap- 
pointed. 

New York City—I. Cohen (175 Rivington St.) ; 
boots and shoes; reported called meeting of 
creditors. 

Monroe Shoe Co. (63 Reade St.) ; wholesale and 
retail boots and ag reported called meeting 
of creditors for Feb. 

NORTH CAROLINA — Elizabeth City — S. 
Ganderson & Son; boots, shoes, etc.; reported 
petition in bankruptcy. 

Washington— Washington Economy Store, Inc. ; 
boots and shoes; reported petition in bankruptcy. 

OHIO—Elyria—Robinson Hancock Co., Inc.; 
a, shoes, etc.; reported petition in bank- 


ig M. Silverman (Economy 
Clothes Shop) (37 W. High St.); boots, shoes, 
etc.; reported petition in bankruptcy. 

OKLAHOMO—Asher—E. A. Nayfa (The Fair 
Store) ; boots, shoes, etc.; reported offering to 
compromise at 25 per cent. 

Oklahoma City—A & L Mercantile Co.; boots, 
shoes, etc.; reported petition in bankruptcy. 

Waynoka—T. S. Duffy, Senior (T. S. Duffy 

Son) ; boots and shoes; reported assigned. 

PENNSY YLVANIA — Northampton — Samuel 
Kivert (2026 Main St.); boots, shoes, etc.; re- 
ported petition in bankruptcy. 

Ambridge—Sam Gottlieb ( “The Globe’’) ; boots, 
shoes, ete.; reported petition in bankruptcy. 

Erie—L. Goodman (1222 State St.); boots, 
shoes, etc.; reported petition in bankruptcy. 

Plymouth (also Scranton) — Hyman Quint; 
boots, shoes, ete.; reported petition in bank- 
ruptey; reported offering to compromise at 20 
per cent. 

Warren—Meyer Polansky; boots, shoes, etc. ; 
reported petition in bankruptcy. 


vem shoes, etc.; re- 
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receiver appointed. 

Providence—Jacob F. Zitserman (96 Washing- 
ton St.) (21 Empire St.) (405 Atwells Ave.) 
(1954 Washington St.) ; ts and shoes; re- 
ported petition in bankruptcy; reported receiver 
appointed. 

SOUTH ee ee Ter- 
rell Co.; boots, shoes, etc.; reported assigned. 

UTAH—Salt Lake City—Hirschman Shoe Co. ; 
boots and shoes; reported receiver appointed. 

VIRGINIA — Hopewell — Harry Leibowitz 
(“Young Men’s Shop’’); boots, shoes, etc.; re- 
ported petition in bankruptcy. 

WASHINGTON—Aberdeen—Charles Rosengar- 
ten; boots, shoes, etc.; reported assigned. 

WISCONSIN — K — Aaron Feldman ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Milwaukee—Walter Kaufman & Co. (Teutonia 
Ave.) ; boots and shoes; reported called meeting 
of creditors 

WISCONSIN — Rhinelander — Philip Kramer; 
boots, shoes, etc.; reported offering to com- 
promise at 35 per cent. 











New Shoe Stores 


x... York, N. Y¥.—Nature Form Shoes, Inc., 
ronx. 

Cumberland, Md.—Darling Shop, Baltimore and 
Center Sts. 

Ellwood City, Pa.—Luman’s Department Store, 
629 Lawrence Ave. 

Brewster, Minn.—Standard Mercantile Co. 

Pennington Gap, Va.— V. Purcell. 

Albany. Ky.—O. Bertram. 

Oak Hill, W. Va.—Oak Hill Dry Goods Co. 

Marinette, Wis.—D. W. Bothwell. 

Westminster, Cal. — L. ye West- 
minster Ave. and Huntington Beach B 

Brookville, Pa.—Wein Bros. aa 

Tekoa, Wash.—Dimmock & Hezel. 

Vale y ee Md.—Joseph Shertzer. 

Darlington, S. C.—Dave Leff Department 
Store. 

Dawson, Va.—Hamilton Trading Co. 

Worth, Mo.—Wayman & Meeker. 

Hale, Mo.—Beckett & McNally. 

Bowling Green, Ky.—Crawford- Gatlin Co., Inc., 
Park Row. 
on Moines, Iowa—Stewart’s, Inc., 423 Walnut 


_™ N. C.—Julius Fisher & Co., Parker 


_ Vt.—W. E. Noyes Co., Hotel 
Brooks Block. 

Shelbyville, Ark.—James Foster, Shever Bldg. 

White Bluffs, Tenn.—Arnold & Co. 

Bowling Green, Ky.—Freitag Department Store, 
320 Main St. 

oe Pa.—Milton D. Bolen, 328 Mar- 


et St. 

Salina, Okla.—Mouton & Stone. 

Mullan, Idaho—W. E. Coughlin. 

Boston, Mass.—Goldsmith Shoe Co., 18 Tre- 
mont St. (Mfgr.) 
», Pontiac, Mich.—Sol’s, 


Caldwell, Tex.—J. F. Cobb 

Mayville, Wis.—The one Store, Inc. 

Milwaukee, Wis.—A. Fogelson Co. 

Loretta, hn tot Fair Store. 

Providence, R. I.—R. I. Shoe Co. 

Orlando, Fla.—Fullor “Mercantil | Ramnen, Inc. 

Newark, N. J.—Iberic Stores, I 

New York, N. Y.— Zeitz-Wallacohn, Inc. 

Oshkosh, Wis.—Skar’ s, Ine. 

Buchanan, Va.—Buchanan Dry Goods Corp. 

Los Ange! Cal—Majestic Shoes, Inc., Lid. 

Lakeland, Fla.—Ford Shoe Store, Inc. 

Palestine, 1l!.—Currys My my & Shoe Co. 

St. Petersburg, Fla.—J. Bruce Smith, Inc. 

Alcoa, Tenn.—Walker Johnson. 

Knoxville, Iowa—Lloyd T. Reese. 

Newark, N. J.—W. Shapiro, 329 Bergen St. 

St. Petersburg, Fla.—J. Bruce Smith, Inc. 

New York, N. Y.—Larry’s Shoe Shop, 245 E. 
50th St. 

Hendersonville, N. C.—S. I. Blomberg. 

Rochester, Pa.—M. D. Kline. 

New York, N. Y.—Shoey’s, Inc. 

New York, N. Y.—City Outlet Stores, Inc. 

Mayville, Wis.—The Chicago Store, Inc. 


Inc., 44 S. Saginaw 



















Boot and Shoe 
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Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of Tue Boot Anp 
SHoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 


A Buying Guide to 
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Shoe Merchants who want a real prohit should read 


every word on this page 


W... are the four chief 


enemies of profitable operation in 
the retail merchandising of shoes? 
It seems to us they are: (1) lack 
of selling appeal; (2) inability to 
hold customers; (3) slow turn- 
over; (4) excessive markdown. 


If your business has been suffer- 
ing from one or more of these 
troubles, it will pay you to con- 
sider the experience of many of 
the most successful operators in 
the shoe business. Here are some of 
the things they have discovered in 
Foot Delight Shoes. 


(1) The exclusive and pat- 
ented Foot Delight fea- 
ture is instantly appre- 
ciated by the wearer. 
This, together with an 
acknowledged superior- 
ity in styling, gives these 
shoes a tremendous sell- 


styleful and compre- 
hensive in the history of 
the industry. 


Markdown is kept at a 
minimum because _ of 
this remarkable service 


ing appeal. 


The Foot Delight fea- 
ture not only attracts 
customers . . . almost 
invariably it brings 
them back. 


Quick turnover is as- 
sured through excep- 
tional fitting qualities 
backed up by an in- 
stock service which 
many customers pro- 
claim to be the most 


BANCROFT WALKER COMPANY 


of our in-stock depart- 
ment... and the sound 
styling of the shoes 
themselves. 


AS SEEN IN VOGUE 


These four typical Foot Delight 
Shoes will appear in our advertise- 
ment in the March 15th issue of 
Vogue. 


oo @ @ © @ 


The wonderful new Foot Delight 
features are protected by United 
States patents and cannot be obs 
tained in any other shoes made. 


BOSTON 


The Winsome: It fits amaz- 
ingly, thanks to a radically 
new type of last designed 
especially for Foot Delight 
open shank shoes. 


The Melba: An extremely 
practical shoe which may 
be worn smartly on many 
an occasion. 


MASSACHUSETTS 
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Read this—trom one of the foremost 
fashion establishments in the world: 


CHENEY BROS. 


internationally famous silk house. 


“White will be busy this Spring bringing together 
colors that never spoke except to swear at one another. 
“White will have romances of its own, too, for it has plenty 


of personality to play the lead with just a dash of dark or 
bright color to set it off. 


“Notice especially the white used .... We have named it St. Moritz white 
because it is this snowy, sparkling, absolute white that will be important...” 















talks at the private fashion 
show attending the Opening of 


Excerpt from literature and 
Cheney Bros. silks for summer. 
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WHAT measures up to this requisite in shoe materials 


better than LEVOR’S “WHITES T WHITE” KID? 


“Snowy, sparkling, absolute white” —the pure whiteness 


of LEVOR’S tannage ; the sparkle of glacé kid finish. 


Prepare Now for Your Profits on White Kid Shoes. 


are lanned - ly 


G.LEVO K & CO ie. 








THREE SUPERLATIVE LINES 
OF KID 
MEETING EVERY POSSIBLE NEED 


VODE KID 


COLOR 161 COLOR 179 COLOR 14 
GREENWOOD WHEAT BEIGE ALMORA 


COLOR 171 COLOR 447 COLOR 15 
SKY GRAY GRENAT MODE BEIGE 


COLOR 175 COLOR 160 COLOR 39 
SEA SAND PADDOCK GREEN ADMIRALTY BLUE 


COLOR 178 COLOR 129 COLOR 50 
PUTTY BEIGE INDIES BROWN WHITE 


COLOR 238 COLOR 128 COLOR 64 
FRESCO BLUE MOORESQUE FERNCLIFFE 


McNEELY KID 
COLOR 19 COLOR 25 COLOR 88 COLOR 66 
GOLDEN BROWN DEEP RICH BROWN BLUE ALMORA 


COLOR 28 
MEDIUM LIGHT BROWN—ESPECIALLY ADAPTED FOR MEN'S SHOES 


QUAKER CITY KID 


COLOR 10 COLOR 22 
SWAGGER TAN A STAPLE, MEDIUM BROWN 


COLOR 20 COLOR 26 
A NEW, MEN'S BROWN A RICH, DARK BROWN 


BLACK GLAZED KID 


ALLIED KID 
COMPAN Y 


209 SOUTH ST, BOSTON 
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ou want the trade of 
the Fashion-minded 
Leader 


for it is 


SL 


who sets the style-pace 


Each city and town has its leaders in the smart, fashionable things— 
the keynote customers you need. Their discrimination in the selec- 
tion of footwear proclaims a definite influence on others—drawing 
this smart trade to your store builds prestige of a superlatively rare 


quality. 


oP Essentially, this requires shoes of rare quality and alluring fashion- 

heats thd appeal. To all of this you will find the Pedigo-Lake product wholly 

STY LY responsive in meeting the utmost need—because of the rich quality 

of materials—the definite correctness and adaptability in designing— 

A setting for an inviting ac- the touches of masterly craftsmanship in fine shoemaking and supe- 
tivity — to easily satisfy the 
most fastidiously exacting 
clientele—including the added 
economic appeal—yielding a is the incomparable value in intrinsic fineness for a retail price of only 


li . 
prtepotolly sanele sacteipince $8.50 and $10.00—a pleasing aspect to buying power — finding 


for the service rendered—in 
both profit and prestige. luxury in economy. 


Pe digo iale Shoe (o. 


Distinetively Saint Louis, Missouri 
Fine Footwear 
for Women 


rior fitting qualities—because of modern manufacturing methods, 


dependable service and economical distribution. Because of all this, 


Distinctively 
Fine Footwear 
for Women 
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Would you like to receive 
a copy? Write to The 
American Weekly, 959 
Eighth Ave., at 57th Street, 
New York City. 






































n advertisement in 
THE AMERICAN WEEKLY 
makes a real impression on your 


customers. [his magazine is reg- 


ularly read by nearly six million 


families, reaching twice as many 


families as its nearest competitor. 
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UPTOWN SHOES 


Styled for the man of today 
Priced in tune with the times 


A There are probably more men demand- 


A let ialt : . 
Sa anes Maes” ing Uptown style, Uptown quality and 
31 to real a $5.00 Uptown shoemaking at five and six 

to retail at 
15 numbers for Boys dollars than at any other price range. 


py BS ter Py retail 
t ° 
Pe 0 mi There’s where the volume will be done 


ee ee and the profits made in 1931. The 
sixty-odd numbers in the Uptown line 
show a mark-up of better than 35%. 


ROBERTS. JOHNSON § RAND 


ch of international 


St. Louis, Mo. 











“STAR BRAND SHOES ARE BETTER” 
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Shoes made of 
FANCY WILLOW 


retain their beauty ( 
of form and finish 
throughout the added 2/ 




















































































































































































































life of the shoe. 


no LE 
STON. M 
Cnicase 

nC. 

ano LEATH! 


MERICA 


CAN HIDE a 
Bo 
$r Lous 
AMERICAN HIDE ano LEATHER COMPANY: 
New Yorn .NY 
AMERICAN HIDE 
PpPER LEATHER TANNERIES 
Om 


toa 
IASS. 
AMERICA 
eR Co 
Do 
SUB 


LLIVER ano BRO. SAN FRANCISCO 
AGENTS For Te Daciric Coast ano Onient 


1S NO 
mon. BANCY WILLOW 


- 




















Genuine Calfskin 


Milwaukee-Made 


Young Men’s 
Style Shoes 


(ee) LL te IATE “They Hold the Lustre” 


MADE IN Ps - ° 
MILWAUKEE Genuine full grain calf. 8-iron and bet- 


ter back outsoles. Made by skilled shoe- 
makers in the city of Milwaukee. Any 
shoes ordered from this ad that do not 
open up satisfactorily, may be returned 
at our expense. 


9957—The Fifth Ave. Combina- 9909—The Campus. Combination 
tion last, genuine full grain black last, genuine full grain black calf 
calf bal, full quarter lining, tight blu., full quarter lining, tight 
fibre back sole, 15-iron sole edge, fibre back sole, 15-iron sole edge, 
% rubber heel. B. 7/11. D, 5/11. leather heel. C, 6/11. D, 5/11. 








16 


Very Smart Styles 
In Stock 

















9903—The Campus. Combination 9951—The Carlo. Combination 
last, genuine black calf and black last, genuine black calf. Rubber 
Scotch grain. Leather heel. Steel heel. Single cord tip. B, 7/11. 
heel plate. C, 6/11. D, 5/11. D, 5/11. Also in brown. 





Retail Profitably at 


$4 —Some Get $5 


the quality is so good 








The Century. Combination 

last, genuine black calf and white 

9953—The Kenwood. Combination sports elk. Leather heel. D, 5/11. 
last, genuine black calf. Scotch B, 7/11. 

grain saddle. Leather heel. ‘ 

6/11. 5/11. 


D as 9963 except brown 


9964—Same 
calf and cork Sports Elk. Rub- 
ber heel. 





Meet the Growing 
Demand for shoes to 


Retail 


at $4 











You can order COLLINS COLLEGIATES from Stock as you need them. 
Let us send you broadside showing complete In Stock line. 


WALTER W. COLLINS SHOE CO. P. O. Box 365, Milwaukee, Wis. 
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LITTLEWAY .... 


. 





Littteway is the most modern, safe, and se- 
cure method of side lasting compo or cemented 
shoes. Cement and troublesome side lasting 
tacks are eliminated entirely. Littleway lasting 
is PERMANENTLY FLEXIBLE, CLEAN, FAST, and 
POSITIVE. Lasts having standard or normal 
measurements can be used. Fine wire staples 
PERMANENTLY FASTEN the upper and lining 
materials to the face or surface of the insole 
without completely penetrating it, leaving the 
inside surface of the forepart and shank free 
from tacks and tack holes. 


Littleway Lasting 


Assures Superior Quality in the 


Finished Product 


Side lasting with innumerable upstanding 
tacks and three layers of celluloid cement is 
an unnecessary cost. Cement and tack lasting 
lacks the advantages of Littleway lasting and, 
in addition, when tacks are pulled, the inside 
surface of the forepart and shank has a con- 
tinuous line of tack holes. 


The 100% Method of 
Lasting Compo Shoes 








Littleway Process Company } 


140 Federal Street, Boston, Mass. 
10 
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avek agin’ 


Tandrite Calf... nothing smarter in footwear! 


Shoes made of Tandrite Calf make a strong appeal to the discriminating man. The 
handsome Aniline Finish, the pliable body and comfortable durability, the deep, glow- 
ing color and high lustre convince such a man that shoes made of Tandrite Calf will 
add a great deal to his well-groomed appearance. 


In Hubschman’s Tandrite Calf, tanned by a process exclusive in many details, these 
qualities and qualifications will be found nearest perfection. 


E. HUBSCHMAN & SONS, Inc., PHILADELPHIA, PA. 


Tanners of Fine Calf Leathers 
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INNER SOLES 


LA DE MARK 
eo 5. Paf. Ohare 


Assure Continued I lexibility é Long Wear 


The resistence of Onco Innersoles to the 
action of heat and moisture insures long wear 
and continued flexibility. Onco Innersoles 
will not harden or crack from perspiration— 
they will not draw the feet—are lighter in 
weight—uniform in quality and thickness— 


Oncoa. have cushioning resiliency—are tough and 
a UPPER STOCK —= durable—and will retain their shape. 


Have you seen and examined When ordering your next lot of shoes insist 
samples of Onco upper stock that your manufacturer use Onco Innersoles. 
in the various grains and 
colors? If not you had bet- 
ter write today for sample 
Onco swatch book. Then you 
will understand why so many 
retailers are using it in their 
shoes. 





BRANCH OFFICES: 
New York City Boston, Mass. Chicago, III. 
233 Broadway 76 Lincoln Street {10 Se, Dearnere, Street 
Atlanta, Ga. St. Louis, Mo. ureh, Fa. 
1023 Candler Bidg. 1012 Arcade Bldg. ag By Ee 
San Franeiseo, Cal. Minneapolis, Minn. 509 New Birks Bldg. 
58 Sutter Street 736 Plymouth Bidg. Montreal, P. Q. 


Boor AND SHOE RECORDER 
12 combining THE SHOE RETAILER, March 7, 1931 

















MLLALD 
*4. SHOES *) 


CLASSY SHOES 














“SEE-ME-NOT” | C P-me-n of [ CEMENT 











LIGHT AND AIRY 


Cement attached Soles—Come to Stay! 


>>> HIGH GRADE $4 RETAIL WOMEN’S SHOE 
—through your wholesaler—GET THEM—keep up to the 
minute—LITTLEW AY LASTED having all the advantages— 
SMOOTH INSOLES—NO TACKS, NAILS OR HOLES— 
flexible as turns having ONCO insolese—GUARANTEED 
WEAR and LASTING FLEXIBILITY. No stiffness with age 


as in cement-lasted shoes— 


>» > b Soles attached with HIGH GRADE Cement. Positive 
Guarantee WILL NOT COME OFF WITH WEAR—Beats all 
methods attaching soles for a close water-tight job— 











Philadelphia—W holesale Distributors—New York 
Brav Shoe Co. Powell & Campbell 
13 N. Fourth St. 122 Duane St. 


AUGUSTA, MAINE—~2 FACTORIES—GARDINER, MAINE 
R. P. HAZZARD COMPANY 


Salesrooms General Offices 
119 Lincoln St., Boston Gardiner, Maine 
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oe 
a 


while we ,¢4 
preserve ee 
the shape 








-_ 


(murmured the conscientious clerk ) Pa 


we also insure the suppleness with this simple little 
gadget—and reduce the overhead. 


It slips into the shoe thus .. . . then at a touch on lever 
Q it leaps to its task of keeping the shoe in good form 
—the innersole smooth and flat—the upper free of 
defacing wrinkles and cracks. 


All in all, it keeps good shoes good much longer than 
you have a right to expect—that’s what we mean by 
reducing the overhead. 


Certainly, mam, Ill slip them right in the shoes. 
That'll make a very neat package. 


O. A. MILLER TREEING MACHINE CO. 


BROCKTON, 
MASS. 


MILLER 
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thlete’s Foote 


not a chance! 


The pliant, plump Eskimo Calf promises the golfer the comfort he de- 
serves, the stance he hopes for. Water-resistant, too. Cuts well, looks 
well, wears well. Pleasing two-color combination of Eskimo Calf in 
Rambler Red and Sandy Tan—popular colors for 1931 sports footwear. 


A. F. GALLUN & SONS CORPORATION, Milwaukee, Wisconsin 


GALLUN LEATHERS 


ALWAY § STANDARD §S O F SACELLtEwnw Cc SE 
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FLEX THIS COUNTER AS YOU PLEASE 




















THE WRINKLES 
WON'T STAY ! 











fast to their shapely lines for the life of the shoe. 
Specify these pliant, trim-lined counters in your 
summer weight shoes and other shoes, too. Ask 
for Armstrong’s Cork Counters the next time you 
buy. For details on these counters and on Arm- 
Armstrong’ ‘ ; 
strong’s Cork Box Toes, write Armstrong 
Cork Company, 933 Arch St., Lancaster, Pa. 


IKE the rest of this flexible shoe, the counter 

can be pressed down and bent without break- 

ing. It’s an Armstrong’s Cork Counter and springs 
back to shape when pressure is released. 

Yielding as the comfortable counter is, it will 

not wrinkle or sag. Armstrong’s Cork Coun- 

ters have all the style of hard counters—hold _— Product 


ARMSTRONGS 
CORK COUNTERS 
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SATURDAY EVENING POST 
ADVERTISING 


Is Helping Our Dealers 
to Sell 


BOB SMART is one of the three 
popular priced lines that are nation- 
ally advertised. Every dealer, fortu- 
nate enough to secure the Agency 
for BOB SMART shoes, knows the 
prestige, the power and the force of 
this national advertising. 


BOB SMART Agencies are placed on 
a basis that is fair to every dealer. If 
your store is above the average it will 
be to your interest to write for our 
agency plan. 


YW’--ch for the unusual BOB SMART 
ad in The Saturday Evening Post 
issue of March 14th. 


Growing by 
Leaps and Bounds 


All records will be broken this year. 
Shipments each week to date for 1931 
show a substantial gain over same period 
of 1930. 





Over 80 Styles 


in Stock 
Some Styles AAA to EEE 


to Retail at . 


$5 and $6 


“They Neither Crimp Your 
Roll—Nor Cramp Your Style” 











Get acquainted with BOB SMART— 
your store needs nationally advertised 


shoes. 


Bob Smart Shoe Co. 


MILWAUKEE, WIS. 


Pittsburgh Office, 505 Lyceum Bldg. 
Chicago Office, 1604 Republic Bldg. 
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0999 — Ritz — Combination last, 
black lustrous calf, single cord tip, 


- “‘Ankle-Tite’’ Health ‘er > ameneds 


tion, rubber heel, A-D, 6/11. 


A high grade model—one of our big- 
gest sellers. 
85 Retail 


49 — Ambassador — Combi- 
pet last, black lustrous ealf and 
select white sports elk, rubber heel, 
A-D, 5/11. 

A new Southern Tie Sports Creation 
typical of the many smart styles in 
our Sports Line. 


85 Retail 


0963—Collegiate — Combination 
last, black lustrous calf, ‘‘Ankle- 
Tite’ Health Shoe construction, 
leather heel, A-D, 5/11. 


A favorite style for men who pre- 
fer a broad toe last. 


$5 Retail 





Re) 
> 


= 


Ve 
m%, IN / OTHER 
. NORTHWESTERN 
z LEATHERS 
: Russide 
Rugby 
Elko 
Deerskin 
Smooth Sides 
W. L. I. 
Newtan 


Sootan 
Elk Sides 
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was a tough life 
on shoes. son! 


Water soaked most of the time—scrap- 
ing and seuffing over stones and 
through barbed wire—beside the fire 
one minute and out in the snow 
and ice the next! °°’ 


* * 


Yes, those days of 1914-1918 proved the quali- 
ties of heavy shoe leather. Among the leaders 
was a leather first tanned in the late nineties, and 
a favorite ever since wherever heavy duty 
leather is needed—Northwestern’s Kitchener. 


The armies of war marched in Kitchener in 1914 
—and the armies of hard work march in 


Kitchener today. 


Its tough durability, permanent pliability and 
resistance to extremes of temperature find favor 
with hundreds of manufacturers and thousands 


of wearers of heavy duty shoes. 


‘NORTHWESTERN LEATHER 
COMPANY TRUST 
BOSTON 


HEAV Y DUTY COMPANION OF 
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Modern Seienee Perfeects 
An Aneient Craft - - ° 


NATIVE GOAT 
SELLERS IN 
BETHLEHEM 


Livestock dealing in 
the Holy Land is a 
very simple matter, 
any street corner or 
open place serving 
the seller of goats as 
his rent-free mart. 


ee ‘a 
Photo by U. & U. 


OR many hundreds of years the skins of goats have been made into 
leather by many peoples—some of it very excellent and pretty leather—nota- 
bly that from Morocco. 


Some of this old-fashioned vegetable tanned leather is still made in North and 
West Africa. But while exceedingly durable it is not pliable enough for shoes. 


Not until the discovery of the chrome tannage did our modern Glazed Kid 
appear and start on its upward progress to the admitted height of preference 
it now occupies in terms of shoe leather. 


ALL ARE SURPASS 


LEATHER COMPANY, NORTH PHILADELPHIA 


Tanners of Black and €olored Kid ~ Black Kangaroo Colored Kid Linings 
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WINDSOR LAST 


Lot No. 520 
White buck with black calf 
trimming. 


Lot No. 510 
White buck with tan calf 
trimming. 
Widths A-E 6-11 


ustomers 


are won by 
repeatedly 
justifying 
their 
confidence 
*« 
C-H- 
ALDEN 
COMPANY 


5 


DESIGNERS & MAKERS 
OF MEN'S FINE SHOES 


ABINGTON 
‘*MASS: 


* 
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CHOOSE 
"EITHER 


HAND 


WITH THE 
CERTAINTY 


Oli 


ECONOMY 


without 


SACRIFICE OF 
QUALITY 


Canadian Leather Co., [td 
65 Broad St., Rochester, N. Y. En, d - Germany 940 Inspector St., P.Q. 
vat 
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CROSSETT customers will find our IN 
STOCK SERVICE for SPRING geared 
to support them on more generous 
terms than ever. 


More new styles have been added— 
more new narrow toe lasts, and thru 
favorable market conditions we offer 
you still better material value. 


On SPORT STYLES, which are expected 
to be even more popular than last year, 
we are stocking many new models in 


different combinations of the most 
popular leathers—elk, buck and calf. 


97% complete shipment of all stock 





department orders same day re- 





ceived was our record last season. 
We are out to beat it this season. 


New Spring Catalog will soon be ready 
—Write us now to insure early receipt 
of your copy. 


anest STOCK SERVICE Fo serine 


With Special Emphasis on 


SPORT SHOES 


of which we show two typical numbers 
from our LEWIS Line! 








to retail at 


$ 


IN STOCK 
March 15 


KENMORE LAST 


In White Elk trimmed with Black Calf 
In Brown Elk trimmed with Black Calf 


RITZY LAST 
In Smoked Elk with Tan Calf Trim 


CROSSETT 
SHOE CO. 
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To Retail 


To Retail 
$7.00 to $9.00 


$5.00 to $6.00 








Coast Representatives 
A. F. Medine, 573 Haywood Hotel, 
Los Angeles 


FACTORY AT AUGUSTA, ME. 
212 ESSEX STREET, BOSTON, MASS. 





Since LINCOLN |. 


Was President 


” Honest Abe” was in office when the 
first unit of the present Shoe Lace 
Company began business. The tradition 
of quality and uniformity established 66 


MERINO il 











years ago has been jealously maintained. 
Controlling production from raw’ cotton 
to the finished lace we can assure you 
standard quality in laces for every type 
of shoe in every grade. Manufacturing 


economies due to complete supervision 


DveRViLLE Mis 


~~ RAW COTTON RECIEVED 
DIRECT FROM PLANTATION 


during every step of manufacture make 





possible the present values. 











THE JOSCO FABRIC TIP 
—a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 


Tips may be either fabric, met- it the proper rigidity and en- 


al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


durance. We guarantee the 
JOSCO FABRIC TIP to out- 
last the lace in ordinary use. 


4 
: 
x 
] 
O 
A 
L 
P 
R 
e 
D 
U 
e 
I 
O 
N 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 


PROVIDENCE, R. |. 
SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 














M 
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TRADE MARK REGISTERED 
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Alterson, Originator of Costume Jewelry 
Now Offers Shoe Jewelry of Proven Success 


é ¥ 





Enterprising shoe merchants are offered an 
exceptional profit opportunity in the mer- 
chandising of shoe jewelry acclaimed by 
leading Fifth Avenue Merchants as the best 
selling accessory of the day. 


In a multitude of patterns every one dif- 
ferent Alterson Shoe Jewelry retails at 
every conceivable price range. There is a 
definite place for Alterson Shoe Jewelry in 
every good shoe store. 


The ornament illustrated is “Lavaliere 


No. 7346.” Write for samples and 


prices. 


L. ALTERSON & CO. 


54 West 2lst Street New York 


























Announcing—The Issuance of Mechanical Patent 





No. 1795273 on the “TULIP” Buckle 


The United States Government on March 3rd 
granted to Louis Alterson BASIC MECHANI- 
CAL PATENTS on the TULIP buckle. This 
ornament in many different designs containing 
the same patented features has been widely 
imitated by other buckle manufacturers, since 
its introduction by the Alterson Company. 


Manufacturers and retailers of shoes are asked 
to cooperate with the Alterson Company by 
making sure that any strap ornaments having 
the contracted bars which are hidden when 
strap is fastened has stamped on the back either 
“Patent Pending” or “Alterson Pat. 1795273” as 
the Alterson Company will vigorously protect 
their patent rights. 


The Tulip buckle is manufactured in 
many different designs and used either 
for center or side straps. Samples will 
be sent on request to shoe manufac- 


turers and retailers. 


L. ALTERSON & CO. 


54 West 21st Street New York 
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For Year {hi 


MELROSE 


122—Black satin kid with patent 
and genuine gray snake trim, 134 










MOO heel, — .cocccebees Price $5.90 
AAA—5 to9 

AA—4'4 to9 

A—4  to9 

B—3)4 to9 

C—3\% to9 

* 

ORMOND ; ; 
107—Black_ satin kid with black ff] Krippendorf-Dittman 
Rajah ear) ge wood heel. Co. conduct an ex- 

AAAA—6_ to 10 ive in- = 
MASu a) 0 tensive in _ . 

A—5 tol = ‘ 

a6 0 19 ae ” w “ ’ 

to 

7. oe or this Spring, they 

feature some 70styles. 
* } : 
We illustrate these in- 

REDFERN stock numbers from 
103—Black kid, black Rajah lizard H “¢ -O- 
trim, 134 Leather heel. Price $5.25 their “ARCH-O 

AAAA—5¥ to 10 PEDIC” line made of 
‘ AAA—5 to 10 

AA—4¥4 to 10 RUBY KID. 

A—+4 tol0 

B—314 to 10 

C—3 told 

D—34%4 to 9 

* 
CLERMONT 


116—Black satin kid with Baby 
Rajah lizard trim, 134 wood heel. 
Price $5.25 


AAAA—6 ‘to 10 
AAA—5 2 to 10 
AA—5_ tol0 
A—4'% to 10 
B—4__tol0 
C4 to 9 


LL G0 
EVANS 
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In And Year Out Customer 
Satisiaction 


The 
KRIPPENDORF-DITTMAN Co. 
Standardize on 


We like nothing better than to see RUBY KID chosen by 
shoe manufacturing firms whose long standing reputation 
for quality is a matter of cherished pride with them. 


We are no less pleased to receive such expressions of 
satisfaction as the following :— 


“We like to use RUBY KID because our customers 
evidently like to have us. After many years of 
experience with your leather we are quite certain 
that its consistent repetition of quality plays a very 
effective part in retaining customer good will.” 
2 Krippendorf-Dittman Co. 
By Frank X. O’Brien 


Holding the good will and confidence of one’s customers 
has never been more important than now. 


Ruby Kid Is a Definite 
Sales Influence 


JOHN R. EVANS & CO. 
CAMDEN, NEW JERSEY 


CINCINNATI PHILADELPHIA MILWAUKEE ST.LOUIS BOSTON ROCHESTER 


| L E AT H F [2 Standardize on 


Cvans Brande 
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IS THE STYLE AS APPEALING 


" 


AS THE PRICE? e 
- 
ie 
Style is an important factor in selling 7 
popular-priced footwear. Attractive 
styles arouse the customer’s desire . . . 
moderate prices make it easier to satisfy 
that desire. Style in a shoe is expressed 
by the toe, and the Celastic Box Toe , 


reproduces exactly the individuality and 
toe style of the last. Celastic is profita- 
bly used by manufacturers of medium- 
priced footwear who know the sales 
value of a comfortable, smart-appear- 
ing toe. There is a Celastic Box Toe 
of just the proper weight to suit 
every type of shoe. 


MhEE 


| | United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 








i Pd 





StS OSwsar 


Fart seWRRND 





oe 
~ 
=2 
q 
~ 


Boot AND SHOE RECORDER 5 
combining THE SHOB RETAILER, March 7, 1931 


Be 








eS i 





dit 
ay 

4 eo 

to 
QQ 


D 


.2 

é 
ih. d's. 
wore 
a bY 





dog 

eng: 
SP hap 

Lthapie 
LAS 
‘7 


Nawab 








r —o 
\ 

ce 
bid 
tht 
Biba 
THT 











Wied 
f 
“ my 





xt 


AH 
res 








AN 
. \ 
wT 


LY 


HEAVY WEIGHT SUVA 


This year of close margins, the extra 

profit shoe that when tried on, sells 

itself, will be sought after. SUVA SHOES 

are such. Tried in the Florida laboratory, A ya 


they have already proved that they sell—and 


wear and wash! Sales have been phenomenal. 
Bonwit Teller repeat in their $15.50 grade for summer; another Florida store sold 200 pairs in 2 days 


to a small clientele and placed 2 reorders in January. Phenomenal, too, your SUVA sales and profits, 
and frequent your reorders, for SUVAS sell on sight and wash and wear! 


MARCUS A. HEYMAN, Patentee 


Boot AND SHOE RECORDER 
combining THe SHoB RETAILER, March 7, 1931 





Ne. 7300—Ohio Leather Com- Ne. 7313—Onio Leather Com- 
pany’s No. 1181 Black Baroda pany’s No. 1181 Black Baroda 
Print Tie, with Ohio Leather Print Pump with Ohio black 
Company’s black calf tip and calf collar, double ring orna- 
foxing, 16/8 Boulevard Heel, ment, 16/8 Louis Heel, Last 
Last 250, Littleway. In-Stock 250, Littleway. In-Stock AAA- 
AAA-C, $3.50. Courtesy of— C, $3.25. Courtesy of— : 
Virginia Lee Shoe Co., Mil- Virginia Lee Shoe Co., Mil- 
waukee, Wis. 


waukee, Wis. 









FOR THE 
MODERN MISS 





Baroda Lizard embossed 
grain comes in the follow- 










ing spring shades: Whether she be in High School or College the 
No. i Junior Girls are showing their love for dressy foot- 
1104 wear, so we illustrate above two attractive patterns 

pot from the “Virginia Lee” line. 
oath The fine detail of the Baroda Lizard grain, either 
1153 all over or with harmonizing Kafforite Calf trim, 
a supplies the Junior Girls with refinement of style 





and good taste. 

















1098 
oat Baroda Lizard Calf comes in several shades that will 
aid your spring sales volume. It is of light weight, - 
Agra Lisard embossed grain shape holding and mellow. It gives uniform cutting of 
ro ol value and meets the demand in popular price grades. Puc 
1159 All shoes made of our leathers give a quality founda- , 
1169 . 
ane tion to your business. 
Swatches on Request 
a Onno ILEATHER [Coz 
| iD 
\ GEO 
GIRARD OHIO > 
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Ton this. 
UP and GOING 


eneratton. 


Up and going Walk-Over 
dealers are alive to this 
increasing source of 
business 

Walk-Over Shoes 
The vogue for smart walking 


with the resilient shoes with the Main Spring* 
; ? Arch, widely publicized by 
Main Sp ring * Arch Walk-Over advertising, is being 
Things to be done. People to see. Can’t Pipi cman a 
wait, sorry. And away they go . . theactive nizethis opportunity forincreased 
leaders of this up and going generation. volume and are featuring in win- 
Notice the grace of their free swinging dow displaysand local advertising 
such very smart spring styles as 
the MALFI shown in the adjoin- 


ing advertisement which will ap- 


step. Notice their shoes. Good looking, 
slim looking, trim looking shoes. Shoes 
that make a sport of walking. Walk-Over 
shoes with the active Main Spring* Arch. 


pearinApril Good Housekeeping. 


The MALFI In-Stock No. 17854 


is ready for immediate shipment 


*REG. U.S. PAT. OFF. 





from Campello or St. Louis. 
There are a few open towns in 
which the Walk-Over franchise 
is available. Address Geo. E. 


The Walk-Over MALFI TIE ; 
of sea sand calf trimmed with : : Keith Company, Campello. 
putty beige and fine perforations. : / 4 a Z Brockton, Mass. dais 


Main Spring* Arch. $10.50. 


aa PRT 


GEO. BE. KEITH COMPANY, CAMPELLO, BROCKTON, MASS. 
STORES IN PRINCIPAL CITIES THROUGHOUT THE WORLD 


Boot AND SHOE RECORDER 
combining THB SHOE RETAILER, March 7, 1931 31 














IN-STOCK 


MEN’S AND BOYS’ 
SPORT SHOES 
TO RETAIL 


$4. to %6 
$3 to $4 


G. P. CRAFTS CO. 
MANCHESTER, N. H. 


de 


Stocks Carried and Distributed By 


HUTCHESON WHOLESALE SOLNIT & SHAPIRO 
SHOE CO. SHOE CO. 


201 Garrison Ave. 761 So. Los Angeles St. 
Fort Smith, Ark. Los Angeles, Calif. 
SIDWELL, DeWINDT LAWRENCE M. PURCELL 
SHOE CO. co. 
311-315 W. Monroe St. 1716 Arapahoe St. 
Chicago, II. Denver, Col. 


DIXON SHOE CO. NORTH COAST SHOE CO. 


343 Main St. 425 Westlake Ave., No. 
Menomonie, Wis. Seattle, Washington 





BELMONT LAST 


Men’s Black and White Elk Brogue Dotece 
Leather Sole and Heel. B, C, D—6/11 
No. 600—Tan and White to match. 


WINNER LAST 
Men’s Black and White Oxfords. 
0, D—6/11 


B, O, 
No. 604—Smoked Elk and Tan to match. 


BELMONT LAST 


Men's Black and White Brogue Oxford. 
Leather Sole and Heel. C, D, E—6/11. 
0. 620—Tan and White to match. 


NEWARK LAST 
Men’s Black and White Oxford. 
Cc, D, E—6/11 


Boot AND SHOE RECORDER 


combining THE SHOP RETAILER, March 7, ‘* 





